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An Advertisers Buying Guide tells how 
this new equipment is solving problems for 
advertisers, and lists what is available on 
the market. é 
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With understandable pride, 
Bergstrom Paper Company 
presents a complete, new series of 
paper sample books. Unique in 
appearance, functional in design, these 
handsome demonstration pieces graphically 
describe IBSEN* Book, THOR" Offset and 
ODIN*" office printing papers, plus the distinguished line 
of Bergstrom safety papers. If you’re the man who guides 
the printing job from idea to finished production, 
Bergstrom paper samples should be a part of your 
working files. Copies available from your paper 
merchant or direct from the company. 


BERGSTROM PAPER COMPANY 


NEENAH, WISCONSIN 
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Graceful, simple, unpretentious—the austere beauty of STANDARD is ideally suited 


to a wide variety of fine typographic designs. Sizes range from 6 small to 72 pt. 


é AMSTERDAM CONTINENTAL TYPES & GRAPHIC EQUIPMENT, INC. 
276 PARK AVE. $0., NEW YORK 10; SP7-4980 / 3319 W. MAGNOLIA BLVD., BURBANK, CALIFORNIA; Vi 9-6319 
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MATCHING ENVELOPES ... are as important to creating a good impression as a hat is 
to a well tailored appearance. More often than not, a company’s envelope is seen before its letter- 
head, direct mail or other promotional materials. Envelopes made from white, bright, strong PLOVER 
BOND command attention — from the busiest people. When you have PLOVER BOND on the outside 
as well as PLOVER BOND on the inside — you can relax — you know you're visibly better. Matching 
envelopes of PLOVER BonpD are the something extra that gets people to want to see what they con- 
tain. Printing stands out clearly, accurately. Complement your PLOVER BOND letterheads, brochures 
and merchandising pieces with visibly better matching envelopes. See for yourself. Send for our new 
WORKBOOK OF CREATIVE LETTERHEAD DESIGN which illustrates the visibly better appearance you 


can achieve with PLOVER BonpD. Ask your PLOVER BonD Paper Distributor for a complimentary 
copy, or write directly to us. 


* PAPER COMPANY STEVENS POINT, WISCONSIN 
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WHITING- R 
8) 0 N 0) VY 
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Just Cutty Us 


Now It’s “Advertising & Sales Promotion” 


This magazine, now in its ninth year, has become well and favorably 
known as Advertising Requirements. Beginning with this issue, the name 
has been changed to Advertising & Sales Promotion. 


Readers who are familiar with the content and objectives of our publica- 
tion are fully aware that we have devoted a large part of our service to 
sales promotion activities. The change of name therefore does not indicate a 
change of policy--only an effort to make clear and explicit to all what 
has been evident right along to our regular readers. 


Sales promotion as such has won more recognition in recent years than 
ever before. More sales promotion departments have been set up as separate 
and distinct activities, not an integral part of company advertising depart- 
ments. And the field now has a live and active organization--the Sales 
Promotion Executives’ Association, with which we have had the privilege 
of working closely to foster greater interest in and utilization of sales 
promotion methods and techniques. 


For these and related reasons we felt that it was desirable to emphasize 
our interest in and coverage of the sales promotion field. Readers will 


continue to get practical information and ideas on all of the subjects 
we have dealt with since the magazine first appeared in February, 1953-- 
plus other services which our editors develop from time to time. 


While AR is no more, we hope you will like the new name and will learn to 
refer to it familiarly as A&SP. The new cover design, which we think is 
unusually attractive, features both the full name and the initials which 
we believe will soon become a part of your working vocabulary. 


RS. aie! \ 


G. D. Crain Jr. 
Publisher 
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Advertising & 


Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


Meet Paul Martin Sales Promotion Executive 
of the Year 


The recipient of the annual SPEA award, pro- 
motion manager of the Philadelphia Daily 
Vews, has achieved an outstanding record. 


Ted Sanchagrin 


FROM GIANT FLOOR DISPLAYS H Make i ies ” r ) aie - * 
oops cl nce apts A ow to Make the Best Use of Your Photographer 54 


Give a good photographer a little leeway, a 
AVY a a ia little time and a little slack in the budget, says 
this practitioner. William Rose 
MOLDED EXPANDABLE 
POLYSTYRENE 


CAN MAKE YOUR PROMOTIONS What You Should Know About Decals 


MORE SUCCESSFUL! This useful and versatile sign technique some- 


Se MT Ree aT ttt times baffles admen, but it shouldn't after they 
cation for the famous GREEN read this practical article. 

GIANT made practical and 

economical by Weber Custom 

Molded expandable polysty ” ' 

i a ) » anee . 

rene. Molded in two sections, 8mm Sound Projectors 

this GREEN GIANT super . . — 

amc ee display is 8 feet Posy et An Advertisers Buying Guide that explores the 
ae eager Sates Ate possibility of this new sales promotion tool, 
complete facilities include lay just emerging from the laboratories. 

out, design, mold-making, mold a 
ing and finishing Robert B. Konikow 


PACKAGING AND POINT-OF-SALE 


Low cost display packag- 
ing or re-use containers 
add new sales appeal to f : : : : 

aint. alas lil 4 fascinating mixture of Madison Avenue and 
slenal dlepley epece. Broadway is solving many problems for sales 
Colors available ... mold- promotion men. Bette Macon 
ed-in or sprayed on, 


. 


Business Goes Broadway 


PREMIUMS 

Complete line of pic- << 

nic coolers, ice buck- DEPARTMENTS 
ets, minnow and bait Ay > ' 
buckets...from 26- q Art & Photography 

qt. to 2-qt. capacity. J Audio & Visual Aids 
Lightweight, durable! Gk26 — Direct Advertising 


SPECIAL OFFER. ..$1.50 value 7 "eo" Graphic Arts 

only 75¢! No. GKS, 4-qt. ca- Packaging & Labeling 
pacity cooler with braided cord 
handle — demonstrates quality 
of entire line. Send 75¢ with 
your letterhead. 


GKk5 — 4 at 
7 BER capacity v6 
wupeme WEBER PLASTICS, INC. 
Mab dbiedy Stevens Point 3, Wisconsin 


REGULAR FEATURES 


Buyers Guide & Advertisers’ 
Index 

Books for Admen 

Coming Conventions 

Competitions to Enter 

The Editor’s Notebook 

Film Review 

Idea Album 

Just Between Us 

Next Month in A&SP 

Promotion Almanac 

Readers Write 

A&SP Reprints 

Sales Promotion News 


Premiums, Prizes & Special- 
ties 
Shows & Exhibits 


Signs & Displays 
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CONTENTS 


From the Comics into Direct Mail 
To call attention to the power of the funnies, Puck sent se- 
lected executives a series of custom-made mugs. 


IDEA NO, 189 
Caribbean Customer-Catcher 
Even in the tropical paradise of 
Puerto Rico, you have to advertise 
to attract customers! So Garry 
Wolf, Pres. of Paradise Bowling 
& Sports Center, Puerto Nuevo, 
asked Antonio Alfonso, Pres. of 
Tropical Advertising Agency, 
San Juan, for an outstanding dis- 
a Result was this colorful 
umper Strip, designed by Sidney 
Peers and sik caneuaedll by Poster 
Products, Santurce, under the 
watchful eye of owner Adrian 
Allen. Material is Kleen- Stik 
800V—the self-sticking Bumper 
Strip stock that sticks tight on 
curved bumpers thru all kinds 
of weather. 


Spring Comes to Display 
A P.O.P. Portfolio shows how a number of advertisers have 
added a seasonal touch to their promotions. 
Meet the Gothics 
Today's gothic typefaces are a contradiction of the old and 
the new, familiar, but still gaining in popularity. 
Alexander S. Lawson 
When You Change the Name of Your External Publication 


Here’s how Mueller Climatrol added excitement to its new 
format by promoting it with a contest. Benn Ollman 


GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


WORLD'S Nek VERSATILE 


Production Under Pressure 


GELF-STIK-ing Pye 


How a group of Boston advertising agencies cooperated to 
issue a promotion brochure for their home town. 


Irwin Reich 
silly Bragger Chattanooga’s Biggest Booster 


A campaign to build a community's interest in itself is built 
around a mythical cartoon character. Richard E. Krepala 


YOU ... and the Freelance Writer 


How to let the freelancer help you get more value from your 
promotion and publicity budget. Jeff Thomson 


i139 
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IDEA NO. 190 
Breck Beauty Booster 


John H. Breck, Inc., Springfield, 

When to Use Plastics for Packaging 3 Mass., a, —e a 
image c ignine uahit ina 

Five factors that should he lp you make up your mind about its advertising. Matching that 

the best packaging material for your product. D. D. James stately air in a P.O.P. piece for 

. “‘Banish”’ Shampoo was the goal of 

What’s New in Folding Boxes rr 4! Mdsg. Mgr. John Fitzgerald. At- 


tractive art by Breck’s Advertising 
These winners of the Folding ‘Paper Bow. teas? s annual Dept. was translated into handsome 


2 ; 7 four-color process printing 
competition break ground in new fields for this packaging on gleesy-scurfaced Kleon-Stik 
type. Kromekote by Walt Whittum, 
° head of Walter Whittum, Inc., 
i a Springfield. » ““face-cut” tip- 

An Agency’s Duplicating Department “he ie both Scan cae aoe, 
How and w hy J. Walter Thompson operates an internal du- easily attached to window and 
plicating department for inexpe nsive, rapid re production. counter displays with a simple 


peel-and-press. 

A. J. Annechino ; g 
Recreation or remedies— 
‘ . . . Kleen-Stik helps sell any- 
Using a Contest to Get Facts Across glace rales : thing with handy moisture- 
Here’s how “Farm Journal” got advertising n men to take a less, pressure-sensitive dis- 
; plays. See your regular 
new look at a magazine they had been taking for granted. printer, lithographer, or silk 
Allen Sommers screener ... or write us for 

sales-exciting ideas. 


"dn itd3a3ay 


MILS-N337M HLIM* 


How to Make Sales by Being Good for Nothing 
A Tulsa de ‘partment store gave away a percentage of its 
sales to customers’ charities and built both goodwill and 
volume. George W. Phinney eee 
Building Customer Goodwill ... : Renny ab Gales PROENETS, WC. 
How Grand Union Co., a supermarket chain, uses a a simple — wie Avenue 
form to keep in touch with its customers. __ Etna M. Kelley cose 1 


Wand hie wa 
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THE BEST 
BILLBOARD SPACE 
IN THE WORLD 


> 


CAN BE RIGHT 
ON YOUR PRODUCT 


with National custom-de- 
signed tags and labels. 


Free design consultation, 


Your best advertising 
space can be on the product 
itself. When you use an in- 
ferior or poorly designed tag 
or label, you are actually un- 
der-advertising your product. 

Today, competition is high, 
most products are good... 
and the item with the most 
attractive, informative tag or 
label is the one that sells. 

With National Tag Com- 
pany’s custom design serv- 
ice, you get 
e Free design consultation on 

tags or pressure sensitive 

labels. Send us your re- 
quirements or a sample of 
your old tags. 


¢ Competent, highly-skilled 
artists and designers... 


AND REMEMBER 
trade your old, time-worn 
shipping tags and labels for 
National’s dynamic new ad- 
vertising tags. They do so 
much ...and cost so little. 


4 co. 
337 S. PATTERSON BLVD. © DAYTON 1, OHIO 


PROMPT, PERSONAL SERVICE 
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The Editors 


it Isn’t Easy ... 


Changing a Name May 
Sound Simple, but 
Problems Abound 


Well, it’s happened. We’ve talked 
about it for a long time; we've de- 
bated its pros and cons, but we 
finally changed our name. 

It’s not an easy process. During 
the years, we have run a number of 
articles about the problems of com- 
panies in adopting a new title, but 
there’s nothing like doing it yourself 
to emphasize the complications. 

This is no place to go into the de- 
tails, but some of the sidelights 
might be of some interest. 


© How long a list can you draw up? 
... The things that must be done 
seem endless. One staff member was 
assigned the task of collecting all 
the items that needed changing or 
doing, mimeographing a list, with 
suggested responsibility for each. 
Then a meeting was held of all peo- 
ple who were concerned — editorial, 
advertising, production, circulation, 
business, art — to go over the list. 
Of course, a number of new items 
were added. 

It didn’t stop with that meeting. 
As the days went by, each of us 
found that there were new items to 
be added to the list. And even new- 
er ones keep cropping up. 


© When do you start using the new 
title? . . . It is always difficult to 
make a firm break. At least, this is 
true on a monthly magazine. For 
example, when I meet a reader at a 
convention and he compliments me 
on the “current” issue, I have to stop 
and think. As far as we are con- 
cerned, this can often refer to any 
one of three issues. First, there is 
the issue you have received most re- 
cently. But since that was put in the 
mails, the editorial staff has turned 
to other issues. For there is another 
one that is out of our hands, and is 
now being printed. To us, it is no 


Display typefaces in this issue . 


longer current, even though no read- 
er has seen it. 

The current issue is the one on 
which we are currently working. 
We are writing material, we are 
editing articles, we are finishing lay- 
outs, we are reading proof. For us, 
this is perhaps the “current” issue. 
In addition, of course, the basic out- 
line and structure of the issue after 
that is beginning to fall into place, 
to take shape. And still others are 
beginning to occupy our time. 

No wonder that an editor has to 
stop and figure things out when you 
suddenly comment on the “current” 
issue, especially when that might 
mean the issue that has just reached 
your desk, after circulating for two 
months within your company. 

Because there is this constant 
overlap, it isn’t easy to set a date, 
before which we use one name, after 
which we shall use another. It 
sounds easy to set a sharp dividing 
line, but it doesn’t work out that 
way. 


> We set March 20 as the date for us 
to adopt the new title. This was the 
official release date of the April is- 
sue, in which we intended to an- 
nounce the change to our readers. 
On that day we received our new 
letterheads; on that day we changed 
our business cards. A news release 
went out, for release that day. All in 
all, it seemed simple. 

Yet problems kept popping up. 
March 20 came; the April issue, 
with its more-or-less world-shaking 
announcement, appeared, and we 
were ready to send out tearsheets 
to various kinds of contributors. 
Should we use the old letterhead? 
But since the issue is called Apver- 
TISING REQUIREMENTS, would a let- 


. . 27—Tempo Black & News Gothic Condensed; 35— 
Mistral & Craw Clarendon; 39—Hellenic Wide & Balzac Brush; 42—Bodoni Black 
Italic; 45—Lydian; 54—Alternate Gothic #3; 57—Dom Casual; 63—Craw Claren- 
don; 65—Radiant Medium; 70—Cartoon; 73—Futura Demi & Bold; 83——Clipbook & 
Hellenic Wide; 85—Bodoni Black Italic & News Gothic Bold; 88—Karnak Black Con- 


densed; 96—Bernhard Modern; 109—-Garamond Bold Italic; 121—-Venus Extended; 
127—Mandate. 





What Do You Think? 


If you have a minute, we'd appreciate 
your letting us know what you think of 
our new name and our new cover de- 
sign. 


terhead with Apvertisinc & SaLe 
PROMOTION on it be appropriate? 

How about appointments? The 
week before the official announce- 
ment, one of our associate editors 
made a date with a source of infor- 
mation on an article on which he 
was working. He made it, of course, 
as the associate editor of AR. But 
when he arrived, he handed his new 
card to the receptionist, who had 
trouble connecting the new name 
with the one she had written down 
on the appointment calendar. 


> Correspondence is another prob- 
lem. Do you answer a letter ad- 
dressed to the old name on a letter- 
head with the new? Admittedly, we 
kept the old name, but in small type, 
and you know how carelessly people 
read things. Would they fail to make 
the connection? Would they be com- 
pletely confused? Is it necessary for 
us to include a paragraph of ex- 
planation in each letter we send 
out? 

But the change is made, and grad- 
ually we on the staff are getting 
used to ApverTisInc & SALes Pro- 
MOTION, and the acronym A&SP. It 
takes getting used to. It doesn’t roll 
off the tongue as easily as the old 
riaame, at least not yet. 

But we expect that it will take 
many years before the old name 
disappears from mailing lists. Pre- 
change issues will continue to cir- 
culate; readers will pick them up 
and write to the name and address 
listed on the masthead. Stencil 
plates, with the old name, are scat- 
tered all over the country, and ap- 
parently never get corrected or de- 
stroyed. We are a comparatively 
young publication, but mail still ar- 
rives addressed to staff members 
who left here six or seven years ago. 

We do what we can. A special 
letter went out to all advertisers and 
their agencies. Another to all pros- 
pective advertisers. Readers were 
told about the change in “Editor’s 
Notebook” for April, with a remind- 
er in our “Next Month” column. 
The editorial on page 3 talks about 
the change, and we are doing it 
again this month here. There have 
been releases in the business press 
and some daily newspapers. You 





DO YOU BUY 
PRINTING? 


Fredrick Photogelatine Press has 
‘‘the word” for you—-COMPARE 


Looking for quality in reproduction? Fredrick 
Photogelatine Press does true color separation, with 
four negatives on every color job. Looking for sharp- 
ness? Clarity in black and white? Fredrick Photo- 
gelatine Press specializes in these, too. Whatever 
your reproduction needs, in printed transparencies, 
posters, facsimile and point-of-sale, consult 
Fredrick Photogelatine Press for top continuous- 


tone reproduction. Phone or write for full information. 


SATISFIED 
CUSTOMERS 
TELL THE TALE 


Milustration was printed 
in process color 


as a paper transparency. 


FREDRICK PHOTOGELATINE PRESS 


438 West 37th Street, N.Y. * Phone: OX 5-7272 
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Niey GAIN 


In typesetting, as in tennis, skill 
and ability are important . in 
fact, top quality ability pays off 
Service prides itself on their skill 
and craftsmanship not only in fill- 
ing your typesetting needs, but 
assuring you of complete satis- 
faction. Put your typography in 
winning form with Service! 


SERVICE TYPOGRAPHERS, ING, 723 S. WELLS, CHICAGO 7, ILL. HA 7-8560 
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PREsTY PE 


DRY TRANSFER ALPHABETS 


me THE -o 


CIVIL WAR 


WITH THESE TYPES IN 
' MANY POINT SIZES 


GRANT 
RB. BLE 


PICKETT picket 
MEADEQMIEN 
STC AR Tob 


USE IT ON artwork, photos, overlays, 
charts, layouts, cells, maps, 
packaging, etc. 


available at 
Leading Art Material Dealers 
or write for Literature “AB” 
and Free sample to 


PRESTYPE, INC. 


Oe Aa ah ey TR le me a 
DEALER INQUIRIES INVITED 


LETTER-ON CO. — National Distributor 
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may have seen our ad in Advertis- 


| ing Age. 


But there will still be some loyal, 


| regular reader who will see us at a 


convention or a meeting and say how 
carefully and how deeply he reads 
the magazine, and then profess utter 
astonishment and _ bewilderment 
when we happen to mention the 
new title. And there is nothing you 
can do about it! 

It has been an interesting experi- 
ence. On with the new, with a 
hearty welcome. A fond farewell to 
the old, as it slowly, so slowly, dis- 
appears into the past. 


| Everything Discounted . . When 
| the Marketing Executives Club of 


New York held a meeting on the 
growth of the discount store, at 
which Stephen Masters, president of 
Masters Inc., spoke, the club set a 
special luncheon price of $4.98 for 
non-members, $4.48 for members. 


| Everybody, no doubt, thought it was 
| a splendid idea, but we wonder 


about the volunteer ladies who al- 
ways find themselves taking tickets 
at the door and making change. 44 


“These entries have been added or al- 
tered since “The AR Sales Promotion Al- 
manac for 1961.” 


MAY 


AFA Achievements Awards 
Sponsored by Advertising Federation of 
America, 655 Madison Av., N.Y. Mem- 
ber clubs of the Federation on basis of 
scope and importance of club projects. 
Closes May (tentative) 
IDI Design Awards 
Sponsored by Industrial Designers’ In- 
stitute, 441 Madison Av.. New York 22. 
Best industrial designs of the year. 
Closes May (tentative) 
*Specialty Awards 
Sponsored by Advertising Specialty 
Natl. Assn., 1145 19th St.. NW. Wash- 
ington. Outstanding use of specialties in 
business promotion. 
Closes May 1 


Western Advertising 
Sponsored by Advertising {ssn. of The 
West. 337 World Trade Center. San 
Francisco 11. All-Western advertising 
competition. 
Closes May 15 


JUNE 


Annual Reports 
Sponsored by Financial World, 17 Bat- 
tery Place. New York 4. Best annual re- 
ports of the year; submit 4 copies. 
Closes June 1 


Specialty Awards 
Sponsored by Advertising Specialty 
Natl. Assn., 1145 19th St., NW, Wash- 
ington. Outstanding use of specialties in 
business promotion. 
Cleses June 1 


AUGUST 


Miles Kimball Awards 

Sponsored by Mail Advertising Service 
Assn. Intl., 135 W. Wells St., Milwau- 
kee 3, Wis. Highest honor in direct 
mail advertising for those who have 
produced outstanding direct mail or 
otherwise influenced the industry. Send 
nominations to Elias Roos, Chairman 
Judging Committee. 

Closes Aug. 1 (tentative) 


Flexible Packaging 
Sponsored by Natl. Flexible Packaging 
Assn., 850 Euclid Av., Cleveland, O. 
Open to NFPA members producing 
flexible packages. 
Closes Aug. 1 (tentative) 


Coming 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 
“These entries have been added or altered 
since “The AR Sales Promotion Almanac 
for 1961.” 


MAY 


*3-13 .. . 5th U. S. World Trade Fair, 
Coliseum, N. Y. 

*4 . . . American TV Commercials Fes- 
tival (40 E. 49th St., N. Y. 17), Roosevelt, 
ie 2 

*7-12 . . . Society Motion Picture & Tele 
vision Engineers, (55 W. 42nd St.. N.Y.) 
King Edward Sheraton, Toronto, Can. 
*8-10 . . . Assn. of Railroad Advertising 
Managers, Royal Orleans, New Orleans 


8-10 . . . Office Equipment Machinery 
Exposition, (Willow Grove, Pa.), Kiel 
Aud., St. Louis. 

8-12 . . . Society of Photographic Scien- 
tists & Engineers, (Colorfax Lab., Silver 
Spring, Md.), N.Y. 

9-12 . . . Intl. Council of Industrial Edi- 
tors, (2108 Braewick Circle, Akron 13), 
Sheraten-Towers, Chicago 

*14-17 .. . Natl. Sales Execs. (630 3d 
Av., N. Y. 17), 26th Intl. Distribution 
Congress, Fairmont, San Francisco 
*15-27 .. . Intl. TV Festival (% Mark 
{ssociates Intl.. 501 Madison Av., N. Y. 
22). Monireux, Switzerland 

16-19 . . . Catholic Press Assn.. (6 E. 
39th St.. N. Y. 16), Vancouver, Vancouver, 
B. C. 

*17-19 . . . Point-of-Purchase Advertising 
Inst. (11 W. 42, N.Y. 36), national mem- 
bers meeting, Royal Orleans, New Orleans 
*18-20 . . . Intl. Typographic Composi- 
tion Assn., (303 Wash. Bldg.. Wash. 5) 
Spring Conference, Radisson, Minneapolis 
22-24 Research and Engineering 
Council. Graphic Arts Industry, (5728 
Connecticut Av.. NW, Washington 15). 
Ft. Des Moines, Des Moines, Iowa 





* 


Next time your customer has a job for you, “egg” him into 
trying colored paper. It’s dramatically different, wonderfully 
effective. And now you can get the most appropriate colored 
papers in the right grades and weights courtesy of leading 
mills and Cyanamid quality dyes. 





COLOR GETS ATTENTION 


Colored paper perks up printing fast...perks up the mes- 
sage, too! You'll produce two-color effects at one-color cost. 
And colored paper contributes to mood...adds to impact. 
Help your customers create attractive...effective printed 
pieces and “feather your nest” at the same time. American 
Cyanamid Company/ Dyes Department/ Bound Brook, 
New Jersey / Headquarters for Paper Colors Since 1870 





*22-26 . . . Society of Photographic Sci- 
entists & Engineers (Box 1609, Main P.O., 
Wash). Arlington, Binghamton, N. Y. 
*23-24 ... Natl. Visual Presentation 
Assn. (19 W. 44th St., N.Y.) Roosevelt, 
mY. 

*27-31 . . . Advertising Federation of 
America, (250 W. 57 St., N. Y. 19), Sher- 
aton-Park, Washington 


JUNE 


5-9 . . . Society of the Plastics Industry 
Inc., (250 Park Av. N. Y. 17), Nat'l 
Plastics Exposition and SPI Plastics Conf., 
Commodore and Coliseum, N. Y. 

*12-14 . . . Technical Assn. of the Graph- 
ic Arts (Box 3064, Federal Sta., Rochester 
4, N. Y.), Deshler-Hilton, Columbus 
18-24 .. . Intl. Design Conf. in Aspen, 
(Burton Cherry & Associates, 1020 Rush 
St., Chicago 11), Jerome, Aspen, Colo. 
19-21 . . American Marketing Assn., 
27 E. Monroe St., Chicago), Ambassador, 
Los Angeles 

24-26 (tentative) .. . MASA Intl. Con- 
ference, (Mail Adv. Service Assn., 622 5th 
St., NW, Washington 1) Deauville, France 
25-29 . . . Natl. Assn. of Display Indus- 
tries, (Hotel Governor Clinton, 3lst at 
7th, N. Y.), Conrad Hilton, Chicago 
*25-29 . . . American Academy of Ad- 
vertising (VY Babson Inst., Babson Park, 
Mass.), Univ. of Washington, Seattle 


JULY 


*22-25 . . . Natl. Audio-Visual Assn. 
(Fairfax, Va.), Morrison, Chicago 


30-Aug. 4. . . Professional Photographers 
of America, (152 W. Wisconsin Av.. Mil- 
waukee 3), Statler, N. Y. 


AUGUST 


Aug. 1-31 


National Sandwich Month . . . sponsored 
by Wheat Flour Inst., 309 W. Jackson 
Blvd., Chicago 6 


Aug. 7 
Friendship Day . . . sponsored by Hall- 
mark Cards Inc., Kansas City 41, Mo. 
Aug. 8 
International Character Day . . . spon- 
sored by International Assn. of Char- 
acters, P.O. Box 65, Phoenix, Ariz. 
Aug. 15-Sept. 17 
Denim Days . . . sponsored by The 
Denim Council, 375 Sth Av., N. Y. 
Aug. 17-26 
National Green Olive Week . . . spon- 
sored by Spanish Green Olive Commis- 
sion, 55 E. Washington St., Chicago 2 
Aug. 19 


National Aviation Day .. . (Presidential 
Proclamation) 





The annual meeting of the Sales Promotion Executives As- 

sociation is always one of the high spots of the year. A&SP 

editors will be there to bring you the public pronounce- 
ments and the corridor discussions. 


ABE Small Presses 


What should you know about in-plant reproduc- 
tion, its dangers and its benefits, before you invest 
the amount needed to do your own printing? 


soe 
= ) : | ns 
Laila 
Choice 


A collection of award winners 
from art directors shows from 
coast to coast, showing the kind 
of advertising art that art direc- 
tors themselves prefer. 
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ACCEPT THIS 


typical monthly issue of the 


CLIP BOOK 
OF LINE ART 


as a Bonus Gift along with 
a Trial Subscription 


LP S008 OF Lime ant 


ANNOUNCING: == 


CLIP BOOK OF LINE ART 


THREE CLIP BOOKS —32 one-side 
5x8” pages—20 ready-to-paste proofs of 
“Sales” situations—14 art proofs of 
“Crowds” walking, cheering, etc. — 18 
“Announcers,” newsboys, town criers. 


EASY! CLIP & PASTE 


these art proofs just like type proofs! 
Quality art improves low-budget paste- 
ups. Saves time and money in the bar- 
gain! Three brand new “Clip Books”— 
32 “Kromekote” pages with dozens 
of line drawings—released every month. 
Realistic, light humor, stylized, decora- 
tive art for offset, letterpress, silk screen 
printing. Also three 5x8 card indexes 
and 16-page “how-to” booklet each 
month. Only pennies a day—no extra 
reproduction fees. Typical issue, above, 
yours as a gift when you subscribe. 
Cancel anytime. Or return everything 
after 10-day examination without cost. 


a 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 1, NEW JERSEY 


Enter our subscription to the “Clip Book of 
Line Art’ starting with the current monthly 
issue—and send us Sales, Crowds and An- 
nouncing as our bonus gift. | understand 
that we may stop service at any time, just 
by notifying you. Or that we may return 
everything within 10 days without cost or 
obligation. 


-} BILL QUARTERLY @ 
] ANNUALLY @ 


$23.85 
$71.40 


Please sign your name above, clip and attach to 
purchase order, letterhead or business card. 
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READERS 


Constructive Airing 


e I thought the comments on pack- 
age designers (see AR, Feb., p. 6) 
were well-written and it is my per- 
sonal belief that the sincere airing 


| of a problem of this kind is con- 


structive and helpful. 
As long as no one, including PDC, 
seems to agree on what the title 


| “Package Designers” means, there 
| will 
| confusion. 
| signers are not alone in laboring 
| under 


continue to be considerable 
However, package de- 


this kind of problem. I 
noticed that considerable com- 
mentary and discussion has been 
going on as to what an advertising 
agency is. 

As long as so many people, com- 
petent and otherwise, are fighting 
to make all the money they can, 
somebody is bound to give himself 
the benefit of the doubt in deter- 
mining what constitutes a proper 
and wise method of doing so. 

There are many of us in the in- 
dustrial design profession, as there 
are in advertising, public relations, 
architecture, etc., who are constant- 
ly striving to uphold and improve 
the standards by which we practice. 
We may never reach perfection, but 
we're trying. 

GERALD STAHL 

Stahl Industrial Designers, New 

York 


Blasphemous Tie Ins 


@ Maybe I just don’t have a sense 
of humor, but I think it’s rather 
blasphemous to urge advertisers to 
tie in with the Civil War Centennial. 

This kind of gimmick is just what 
levels criticism at the advertising 
business. “Nothing is sacred when 
it comes to making a buck.” 

The Civil War was a bloody and 
sorry mess; little for either side to 
be particularly proud of. “Every- 
one” was not “brave and honor- 
able.” Ever hear of the mercenaries, 
or the southern gentlemen who 
were legally able to pay men to take 
their place in the army? What about 
the pillaging and the plunder? 

It would make good business 
sense, however, as well as favorable 
public relations, for a firm like 


Ansco to tie in, since it made a con- 
tribution to the historical signifi- 
cance of the war. Perhaps even 
companies commemorating _ their 
own centennials during this period 
might logically tie in with the event, 
provided it’s done with good taste 
and judgment. 

But the thing to avoid is the en- 
couragement of any metal specialty 
producer into manufacturing cannon 
balls with sassy little ad slogans on 
them. This can inflame the passions 
of both “sides” (particularly in this 
time of the segregation issue) into 
open hatred for each other, and for 
advertising as well. 

E. A. MICHAELS 

Advertising and Sales Promotion 

Manager, Armour Industrial 

Chemical Co., Chicago. 


4 
Uneconomic, not Unethical 


@ Congratulations on your Febru- 
ary “Editor’s Notebook” analysis of 
the design advertising question. This 
subject is sorely in need of objec- 
tive, dispassionate appraisal. 

To us at L&M, advertising is not 
much different in its objectives from 
any other medium of communica- 
tion. After all, virtually everyone 
in the design fraternity is doing 
some kind of direct mail or is dis- 
seminating information about his 
activities via the publicity route. 

Probably the principal restriction 
against advertising is economics, not 
ethics. 

Donatp G. KEEN 

Director of Public Relations, Lip- 

pincott & Margulies Inc., New 

York 


(Except for the restriction spelled 
out in the Package Designers Coun- 
cil code .. . Ed.) 


Sticky But Sweet 


@ The article about the Curtiss 
Candy Co. insert in TV Guide (see 
AR, Jan. p. 64) brought back a very 
pleasant and exciting memory of 
the two days in our production 
plant when that particular issue was 
being bound. 

Not only did we have the fruit 





flavor in the air, we also encoun- 
tered a few difficulties which were 
caused by the packages being 
mounted incorrectly. 

Then, in the trimming operation, 
the bag was opened and the con- 
tents got down into gears and bear- 
ings, but we made our schedule and 
I think the TV Guide did a good 
job for Curtiss Candy. 

W. L. THompson 

Vice President, The Steck Co., 

Austin, Tex. 


Comic Book Credit 


@¢ I was very much interested in 
your article on comic books. (see 
AR, Feb. 87). May I also say that I 
was flattered by your choice of the 
Maco Toys comic book shown on the 
cover. 

I am the advertising agency for 
Maco Toys Inc. and created, wrote, 
illustrated and handled the printing 
for them. The entire job from rough 
to printed book was completed in 
eight weeks to meet their toy show 
deadline. 

ANTHONY TALLARICO 

75 W. 45th St., New York 


Merci Beaucoup 


@e Monsieur Maurice Bensoussan 
vient de nous transmettre Il article 
que vous avez consacré dans votre 
numéro 12 4 notre House Organ 
Publicis. (See AR, December, 1960, 
p. 84.) 

Nous avons particuliérement ap- 
précié cette étude et vous en remer- 
cions trés vivement. 

Croyez je vous prie, Monsieur le 
Directeur, a lassurance de mes 
sentiments les plus distingués. 

JEAN-JACQUES RAFFEL 

Directeur de Département des Re- 

lations Publiques Publicis, Paris, 

France. 


(Il n’y a pas de quoi... le Ed.) 


Outlaw In-Plant Printing? 


@ The article on in-plant printing 
(See AR, February, p. 98) is an ex- 
ample of reporting which covers 
only enough of a study as to in- 
fluence some minds to make unwise 
decisions. 

As the representative of a trade 
association in the graphic arts, I feel 
bound not to let this article go un- 
challenged. 

You admit in only one statement 
that “. . . one of the most important 
factors in making a comparison of 


For photographic data processing 


The Friden Compos-O-Line is a revolutionary advance in the prep- 
aration of printed matter of many kinds—catalogs, price lists, director- 
ies, address labels, manuals, etc. This amazing machine, a sequential 
card camera, quickly converts original source material into finished 
composition, ready for the production of plates for offset printing, or 
other reproduction. As a result, you can store, recover, edit and 
process data at great savings in time, effort and money. 


How it works: original data is entered on cards, sorted into desired 
sequence. These cards are paginated and photographed by the 
machine, which produces the information on film or paper. After 
developing, the page format is complete—right down to the required 
heads, sub-heads, rules, texts, tables and page numbers. Find out 
how the Friden Compos-O-Line can benefit your organization. Talk 
to your local Friden representative. Or write: Friden, Inc., San 
Leandro, California. 


THIS IS PRACTIMATION: automation so hand-in-hand with 
practicality there can be no other word for it. 


| 
Sales, Service and Instruction Throughout the U.S. and World Il en 
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FRIDEN COMPOS-O-LINE’ 
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Filmotype 


Saves Money 


There are thousands of Filmotype Photo 
Typesetting Machines around the world... 
each providing a variety of assets. But when 
the mail rolls in, the basic fact boils down 
to this: users save money, make money with 
Filmotype. 


“We are pleased with the speedy production 
of fine and varied lettering and our clients are 
pleased with the sharp, clean quality lettering 
we deliver.” 


¢ Thousands of sizes and styles of Filmotype 
type and lettering! 


e Right from the machine, copy perfect for 
reproduction . . . takes only seconds! 


¢ Finest professional quality, of course, still 
anyone can produce Filmotype copy. 
@ Pays-For-Itself Plan makes owning a 
Filmotype easy for anyone! 
Display Type in this advertisement is 
Filmotype . . . body copy is Alphatype. 
Write for complete details today! 


FILMOTYPE 
750C ula ae r 
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this type is not available to us. 
There is no way of estimating what 
each one of these printing jobs 
cost. . .” 

How true! There have been 
enough studies made of in-plant 
printing departments to justify the 
statement by me that most com- 
panies have no idea of what their 
in-plant departments cost them. 

They are, in many cases, a de- 
velopment of a company empire 
builder. Few chief executives have 
condoned their operation after a 
study of the cost of the department 
has been made — studies made in 
many cases by an independent firm, 
not a printer. 

You speak of delivery schedules 
being one of the reasons for inplant 
printing departments. Five years 
ago, I would have agreed that our 
industry was negligent in the matter 
of fast service on small runs, but 
not today. In all of the cities men- 
tioned in your article, there are 
printers equipped to handle this 
type of job. 

I object to the article because 
you might push an undecided com- 
pany into in-plant printing, with- 
out said company making an ex- 
tensive study. 

J. H. Frrzparrick Jr. 

General Manager, Graphic Arts 

Assn. of St. Louis 


(While it obviously concerns the 
printing industry, the increasing 
establishment of in-plant facilities 
is.a fact, and we feel it our responsi- 
bility to report this to our readers. 
Whether based on sound reasoning 
or not, many companies have made 
this decision. In our coverage of this 
problem, we expect to report the 
experience of both sides, and if Mr. 
Fitzpatrick checks back to our re- 
port of December 1960, he will see 
that many disadvantages are listed. 
In the future we expect to run 
articles about successful in-plant 
operations as well as about com- 
panies which, for their own valid 
reasons, have abandoned their own 
printing plants, or have decided not 
to add this internal facility . . . Ed.) 


Inquiry Processing 


® I especially enjoyed the true-isms 
in your recent column (see AR, 
Dec. 1960, p. 3) on inquiry proc- 
essing. 

About three years ago my ten 
year old son was on a coupon clip- 
ping and mailing spree. Among the 
many coupons he mailed was one 
requesting a booklet on “Hearing” 
from a large hearing-aid manufac- 


turer. Two or three weeks later we 
were surprised by a visit from a 
salesman who had driven 125 miles 
on a July day to sell the appliance, 
and at the same time deliver the 
booklet on “Hearing.” Needless to 
say, the salesman was not happy 
when he learned that our son had 
no defect, but simply wanted the 
booklet. 

However, the story did not end 
there. Since that time he has re- 
ceived a continuous supply of in- 
formation on the very latest in 
hearing aids. About a month ago, he 
received a letter from a_ coastal 
dealer requesting that he come in 
for a consultation. 

No doubt, if business conditions 
become worse, some sales manager 
will give my son’s name to a new 
salesman and we will receive an- 
other call at the door. 

I find AR as important to my bus- 
iness as ink is to the printer. The 
new see-through plastic wrapper is 
excellent as the magazine arrives 
clean and your attractive covers 
immediately catch the desired at- 
tention. 

ALex Gay 

Assistant Public Information Of- 

ficer, Imperial Irrigation District, 

El Centro, Cal. 


Mailing List Praise 


e I would like very much to receive 
ten reprints of the article “Adver- 
tisers Buying Guide — Mailing 
Lists” (see AR, Nov., p. 71). 

This is the sort of information our 
regional sales managers can put to 
good use in assisting our distribu- 
tors in buildings their direct mail 
lists. 

Excellent article! 

Harotp G. KILB 

General Supervisor Utility and 

Industrial Advertising & Sales 

Promotion, J. I. Case Co., Racine, 

Wis. 


(Reprints of this article, at 25c each, 
are now available. Ask our Reprint 
Editor for +320... Ed.) 


Covered Bridge 


e I was pleased to read Richard 
Allen’s “Bring Back the Covered 
Bridge.” (see AR, December, p. 58). 

I had never thought of the cov- 
ered bridge as an advertising medi- 
um. Very informative as well as 
humorous! 


Joe CONNOR 
Averill Park, N.Y. 
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serves you beautifully in every way... 


Nekoosa Opaque can be used in so many different ways . . . with so 


many different art techniques! And the results are always things of beauty . . . thanks 
to Nekoosa Opaque’s startling white and exceptionally high opacity. 

Remember, too, that you can choose from an unusually wide choice 

of finishes . . . Vellum, English, Finesse, Ripple, Linen and Handmade. 


... and its high opacity in the low weights 
saves you money in the bargain! 





“Uchoose. OPAQUE 


is 


A Abilene, Texas 
Albuquerque, New Mexico 


Alexandria, Louisiana 
Amarillo, Texas 
Appleton, Wisconsin 
Atlanta, Georgia 
Atlanta, Georgia 


Baltimore, Maryland 
Baltimore, Maryland 
Baton Rouge, Louisiana 
Battle Creek, Michigan 
Billings, Montana 
Binghamton, New York 
Birmingham, Alabama 
Boston, Massachusetts 
Boston, Massachusetts 
Boston, Massac husetts 
Bridgeport, Conn 
Buffalo, New York 
Burlington, Vermont 
Butte, Montana 


Canton, Ohio 
Cedar Rapids, lowa 
Charlotte, North Carolina 
Chattanooga, Tennessee 
Chicago, Illinois 
Chicago, Illinois 
Chicago, Illinois 
Chicago, Ilinois 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbia, South Carolina 
Columbia, South Carolina 
Columbus, Georgia 
Columbus, Ohio 
Cumberland, Maryland 


Dallas, Texas 
Davenport, lowa 
Dayton, Ohio 
Denver, Colorado 
Des Moines, lowa 
Detroit, Michigan 
Dubuque, lowa 


Elmira, New York 
Enid, Oklahoma 
Evansville, Indiana 


Fargo, North Dakota 
Fort Wayne, Indiana 
Fort Worth, Texas 


Galveston, Texas 
Grand Rapids, Michigan 


Hackensack, New Jersey 
Harrisburg, Pa 

Helena, Montana 
Holyoke, Massachusetts 
Houston, Texas 

Houston, Texas 
Huntington, West Virginia 


Idaho Falls, Idaho 


Indianapolis, Indiana 


Jackson, Michigan 
Jackson, Mississippi 
Jacksonville, Florida 
Jersey City, N. J 


Kansas City, Missouri 
Kansas City, Missouri 
Knoxville, Tennessee 


Laconia, New Hampshire 
Lewiston, Maine 

Lima, Ohio 

Little Rock, Arkansas 
Longview, Texas 

Los Angeles, California 
Louisville, Kentucky 
Louisville, Kentucky 


DISTRIBUTED BY 


Southwestern Paper Company 
Butler Paper Company 
Louisiana Paper Company, Ltd. 
Kerr Paper Company 

Universal Paper Corporation 
Vulcan Paper Corporation 

The Whitaker Paper Company 


The Barton, Duer & Koch Paper Company 


The Paper Supply Company 


Louisiana Paper Co. of Baton Rouge, Inc 


Cortright Paper Co., Dit 
Yellowstone Paper Company 
Binghamton Paper Company 

Jefferson Paper Company 

D. F. Munroe Company 
Seaboard Paper Company, Inc 
Tileston & Hollingsworth Co. 
Equity Paper Company 

Gebhard Paper Co., Inc 

Vermont Paper Company, Inc 
Ward Thompson Paper Company 


Herrington Paper Company 

J. W. Butler Paper Company 
Charlotte Paper Company 
Bond-Sanders Paper Company 
Atwood Paper Company 

J. W. Butler Paper Company 
Midland Paper Company 

The Whitaker Paper Company 

The Cincinnati Cordage & Paper Co 
Brewer-Chilcote Paper Co. 
Epes-Fitzgerald Paper Company, Inc 
Palmetto Paper Company 

W. H. Atkinson - Fine Papers 

The Cincinnati Cordage & Paper Co 
Tri State Paper Company 


Southwestern Paper Company of Dallas 
The Peterson Paper Company 

The Cincinnati Cordage & Paper Co 
Butler Paper Company 

Pratt Paper Company 

Butler Paper Company 

Weber Paper Company 


Horwitz Brothers 
Enid Paper Company 
Butler Paper Company, Inc 


Dacotah Paper Co 
Butler Paper Company 


Southwestern Paper Company of Fort Worth 


Southern Paper Company 
Central Michigan Paper Co 


Garfield Card & Paper Co., Inc 
Penn Paper Company 

Ward Thompson Paper Company 
Plymouth Paper Company, Inc 
Houston Paper Company 
Southwestern Paper Company 

The Cincinnati Cordage & Paper Co 


American Paper & Supply Company 
Century Paper Company 


Crown Paper & Bag Co 
Central Paper Company 
Jacksonville Paper Company 
Gotham Card & Paper Co., Inc 


Butler Paper Company 
Wertgame Paper Company 
The Cincinnati Cordage & Paper Co 


Goodwin Paper Company 

Berry Paper Company 

The Cincinnati Cordage & Paper Co 
Arkansas Paper Co 

Etex Paper Co 

Butler Paper Company 

The Rowland Paper Co., Inc 
Superior Paper, Inc 


THESE 


NEKOOSA 


M™ Macon, Georgia 


Memphis, Tennessee 
Miami, Florida 
Milwaukee, Wisconsin 
Milwaukee, Wisconsin 
Milwaukee, Wisconsin 
Minneapolis, Minnesota 
Minneapolis, Minnesota 
Mobile. Alabama 
Monroe, Louisiana 
Montgomery, Alabama 


Nashville, Tennessee 
Newark, New Jersey 
New Orleans, Louisiana 
New Orleans, Louisiana 
New York, N. Y 

New York, N. 

New York, N. 

New York, N. 

New York, N 

New York, N. Y. 
Norfolk, Virginia 


Ogden, Utah 

Oklahoma City, Oklahoma 
Omaha, Nebraska 
Orlando, Florida 


Peoria, Illinois 
Philadelphia, Pa. 
Philadelphia, Pa. 
Philadelphia, Pa. 
Phoenix, Arizona 
Pittsburgh, Pennsylvania 
Portland, Oregon 
Providence, R. I 

Pueblo, Colorado 


Raleigh, North Carolina 
Raleigh, North Carolina 
Reading, Pennsylvania 
Richmond, Virginia 
Rochester, New York 


St. Louis, Missouri 

St. Louis, Missouri 
St. Paul, Minnesota 
Salt Lake City, Utah 
San Antonio, Texas 
San Diego, California 
San Francisco, California 
Savannah, Georgia 
Scranton, Pennsylvania 
Seattle, Washington 
Shreveport, Louisiana 
Sioux Falls, S. D 
Spokane, Washington 
Springfield, Missouri 
Springfield, Missouri 


Tacoma, Washington 
Tallahassee, Florida 
Tampa, Florida 
Terre Haute, Indiana 
Texarkana, Texas 
Toledo, Ohio 

Tulsa, Oklahoma 
Tyler, Texas 


Walla Walla, Washington 
Washington, D. C 
Waterloo, lowa 
Wheeling, West Virginia 
Wichita, Kansas 
Williamsport, Pa 
Worcester, Mass. 


Youngstown, Ohio 


New York, N. Y. 
New York, N. Y 
San Juan, Puerto Rico 


PAPER 


MERCHANTS: 


The Macon Paper Company 
Memphis Paper Company 
Everglade Paper Company 
Dwight Brothers Paper Co. 
Standard Paper Company 
Universal Paper Corporation 
Butler Paper Company 
The Paper Supply Co., Inc. 
Partin Paper Compan 
Louisiana Paper Company, Ltc 
W. H. Atkinson - Fine Papers 


Bond-Sanders Paper Company 

The Paper Mart, Inc. 

Butler Paper Company, Inc. 

The D and W Paper Company, Inc. 
Bishop Paper Company, Inc. 
Greenwich Paper Corporation 
Marquardt & Company, Inc. 
Hobson Miller Paper Co., Inc. 
Saxon Paper Corporation 
Walker-Goulard-Plehn Co. 
Epes-Fitzgerald Paper Company, Inc. 


American Paper & Supply Company 
Oklahoma Paper Co 

Field Paper Co. 

Central Paper Company 


J. W. Butler Paper Company 
Philadelphia Card & Paper Co., ‘nc. 
Rhodes Paper Company 

Schuylkill Paper Company 

Butler Paper Company 

The Central Ohio Paper Company 
West Coast Paper Company 
Providence Paper Company 

Butler Paper Company 


Epes-Fitzgerald Paper Company, Inc. 
Raleigh Paper Company 

M. J. Earl Co 

Epes-Fitzgerald Paper Company, Inc. 
Economy Paper Company, Inc. 


Acme Paper Company 

Butler Paper Company 

Anchor Paper Company 

American Paper & Supply Company 
Shiner-Sien Paper Company 

Butler Paper Company 

Pacific Coast Paper Company 
Atlantic Paper Company 

Elm Paper Company 

West Coast Paper Compan 
Louisiana Paper Company, Lid. 
Sioux Falls Paper Company 
McGinnis Independent Paper Company 
Butler Paper Company 

Wertgame Paper Company 


Allied Paper Company, Inc. 
Capital Paper Company 

Tampa Paper Company 
Mid-States Paper Company, Inc. 
Louisiana Paper Company, Ltd. 
Paper Merchants Incorporated 
Beene Paper Company 

Etex Paper Company 


Snyder-Crecelius Paper Co 


The Barton, Duer & Koch Paper Company 


Waterloo Paper Company 
Clarke Paper Company 
Butler Paper Company 


Susquehanna Paper & Sanitary Supply Corp 


Greenwich Bancroft Paper Corporation 


The Hearn Paper Co. 


EXPORT 


Champion Paper Corporation, S. A. 
Paper Corporation of United States 
Paper Corporation of Latin America 


REGIONAL SALES OFFICES: 
New York - 375 Park Avenue 
Chicago - - - Prudential Plaza 
San Francisco - Russ Building 

® Atianta - - - Peachtree Bidg. 


NEKOOSA-EDWARDS PAPER COMPANY 
PORT EDWARDS, WISCONSIN 


Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 


LITHOGRAPHED ON NEKOOSA OPAQUE. WHITE. BASIS 60 2 COLOR OFFSET PRESS 4 ON SHEET 38x50 SOOO IMPRESSIONS PER HOUR 
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Please order reprints by number. Unless another 
price is given, each sells for 25c. In lots of 10 of 
any one reprint, the price is 20c each; lots of 50 
or more, 15¢ each; lots of 100 or more, 12'/2¢ 
each. 


New This Month 


299 This Is Flexography — by Milton |. Bennett 
Multi-faceted uses of a new printing process 


Audio-Visuals 


303 A Basic Guide to Business Films 
Checkpoints in planning, production and distribution of motion pictures 
262 How to Get More from your Film Budget — by Fred A. Niles 
A producer tells how you can make your dollar go farther 
224 The Art of Communication — by Richard A. Navmann (50c) 
A four-part series teaching admen production techniques and uses of audio-visuals 


Design 


290 Design for Corporate Image — by Hap Smith 
A designer tells how to develop your own program 


Direct Advertising 


320 Mailing Lists — by Frederick Borden 
An Advertisers Buying Guide article covers buying and using lists 
318 Selling Boxes by Boxes — by Allen Sommers 
An unusual direct mail campaign caught the eye with vivid demonstrations 
304 A Basic Guide to Direct Mail 
Planning, procedures and checklists for more effective mailing 
261 How to Get an Effective Christmas Card — by Bette Macon 
Some practical suggestions to improve your greeting 
248 Can You Afford to Run Your Own Lettershop? 
— by Francis S. Andrews 
True economy is not always achieved by doing your mailings yourself 
240 Making on Effective Direct Mail Package — by William Baring-Gould 
An expert from Time Inc. gives some practical suggestions 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 
A provocative approach to the growing demand for professionalism in this medium 


Engraving 


112 Do's and Don'ts for Better Engraving 
Replies to an AR survey give practical suggestions for cutting costs 


External Publications 


328 An External Is An Automatic Salesman — by Alfred J, O’Brien Jr. 
How 0. S. Tyson uses its house organ as a sales tool 
292 When an Agency Edits an External 
The story of an industrial house organ edited by an agency 
267 Gtensytend Finds Solution to Tourist Promotion Problem 
An unusual house organ which promotes business for competitors builds Disneyland 


Packaging 


319 Whet You Shovld Know About Package Design Research 
— by Edmund W. J. Faison 
A packaging expert outlines the essentials of the scientific approach to packaging 
306 A Basic Guide to Packaging 
What packages should do for sales, and what materials to use 
298 Corrugated Goes Beautiful — by Ed Sachs 
New processes are opening up new uses for the lowly carton 
294 How Design Unified a Product Line 
New products got stature by joining the package family 
275 A Guide to Card Packaging — by Dr. John A. Keenan 
An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 
A designer's advice on how to get along with these specialists 
269 How Women Feel About Food Packaging — by Bette Macon 
A report of a panel discussion at which some women shocked the experts 
264 Do Multi-Packs Boost Volume? — by Richard E. Reed 


A 


A report on a carefully-controlled test which measured effects of multiple packing 


Miscellaneous 


301 A Basic Guide for Paper Buyers 
The Best of AR tells what the adman must know about paper 
296 How to Handle Inquiries Promptly and Personally 


A practical system for making the most of potential customers 
289 How to Move an Agency — by John K. Webster 


A guide for those who must go through this ordeal 
287 AR Editorial index, 1959 


A subject index of all feature articles run during the year 
284 A Simple System for Traffic Control — by Richard V. Morrison 
An agency executive tells how they keep tabs on ad production 
The Big Three Mail Order Catalogs — by Robert B. Konikow (50c) 
A 3-part series which takes you bemind the scenes at Sears, Wards & Spiegel 
An inside Look at Worthington's Trademark Thinking 


A presentation for its own staff teils the story behind a new trademark 
An Expert Answers Your Questions about Trading Stamps 


AR interviews John W. Young, Eureka Specialty Printing Co. 
Ten Rules for Believable Testimonials 


How to get the most value from a personal endorsement of your product 
Emblems — by Robert M. Marks 


A practical’ guide to the development of an emblem identification program 
Advertising Copyrights — by Robert J. Burton ($1) 
Copyright protection for graphic arts—a compilation of ten AR articles 
Color in Advertising — by Faber Birren 


An expert outlines the best colors for advertising 


Photography 


302 A Basic Guide for Better Advertising Photos 
How to work with photographers to get better photos more economically 
228 A New Guide to Color Photography — by Egon Berka 
A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color stats 
162 How to Crop Photos — by Vincent T. Tajiri 


Pointers for getting the most out of photographs for reproduction purposes 


Printing & Typography 


311 Hew to Save on Your Printing Bills 
65 hints on money-saving techniques, from a Best of AR feature 
305 A Portfolio of Typefaces for Admen 
The Best of AR feature includes more than 300 one-line specimens 
249 The Advantages of Letterpress & Offset 
A debate in print shedding light on the selection of the best printing process 
235 Let’s Get Together on Offset — by Bernard C. Schramm Jr. 
There's trouble when buyer, artist and printer don’t talk the same language 
211 A System for Controlling Printing Costs — by Frederick Kammann 
50c 
A five-part outline of a practical system for saving 10% on your shana wie 
105 Let's Swap ideas 


Ten ideas from printers and admen culled from Kimberly-Clark’s contest 


Reprint Editor, Advertising & Sales Promotion 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 


C) I enclose payment of 


C) Please bill me (for orders of more than $2) 
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A NEW DIMENSION 
IN SALES 
PROMOTION 


BY 


TROPHY CO. 


ea 


CUSTOM DESIGNED 


ALTE 


Urs 
we 


eer) a) 
3-Dimensional inter- 
pretation of your product, 
trade mark, and 

eM tm ny 

the doors to a 

variety of sales 
TU UY 

RSS Taha 
ACRE aS 


Created and designed 
im am tiie) 


Promotional Trophy for Pillsbury 
Brand of General Mills 


Produced for The 
Direct Mail 
Association 
Awards 


ARLEN ‘oeky G, ue 


68 Brook Ave., North Plainfield, N. J. 


Please send FREE brochure including suggestions 


on how to design a Promotional Trophy. 
Name. 
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Zone State 
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WHAT'S NEW 
IN SALES 
PROMOTION 


Ten Guideposts for 
Successful Publicity 


George Billings, public relations 
director and advertising manager, 
G. H. Tennant Co., outlined ten 
rules for getting more publicity, 
when he spoke before the Twin 
Cities chapter. 


1. Think like an editor when writ- 
ing. 


2. Write in the style of that editor’s 
publication. 


3. Avoid 


4. Watch timing and don’t 
your stories too frequently. 


all commercialism. 


send 


S$. Use good photos, including hu- 
man elements whenever possible. 


6. Use good captions, avoiding the 
mention of company name _ too 
prominently. 


7. Follow the style of the medium 
you're writing to. 


8. Slant the story properly. 


9. Keep records to check on per- 
formance. 


10. Go beyond the products to 
bring in people; develop the human 
interest. 44 


Timmons Named Second 
New York Award Winner 


Francis X. Timmons, advertising 
promotion director of the Wall 
Street Journal, is the winner of 
New York SPEA’s second seasonal 
award. His winning entry is a color- 
ful and tasteful 30-page booklet, 
“How to Step into Space.” 

Aimed at keeping major airlines 
sold on advertising their passenger 
and cargo services in the WSJ, the 
booklet is also aimed at aircraft 
manufacturers and equipment sup- 
pliers. About 2,000 copies have been 
distributed. Some were mailed from 
the publication’s 20 offices. Others 
have been dispensed in person by 
the WSJ’s 70 space salesmen. 


Eight outer pages of the booklet 
use black and green ink on lavender 
stock. A 22-page insert employs 
blue and black ink on light green 
stock. Both papers are 80-lb. Allied 
Offset. Art and design was by Mur- 
ray Jennings, assistant ad promo- 
tion director, and Art Designers 
Inc., Washington, D.C. Printer was 
Raleigh Lithographing Corp., New 
York. 

The second award in the chapter’s 
Four Seasons contest, this one 
makes Mr. Timmons eligible for the 
“Sales Promotion Man of the Chap- 
ter” award, along with Morton B. 
Elliot, owner of Creative Promo- 
tions, first season’s winner. 44 


New York Sets Up 
Personnel Program 


The New York chapter, under the 
direction of Murray Rudomin, em- 
ployment committee chairman, has 
set up an arrangement with a per- 
sonnel agency which specializes in 
the sales promotion and merchan- 
dising fields, so that members will 
be charged only 50% of the regular 
New York state employment agency 
fee. The arrangement also includes a 
listing in the New York chapter 
publication, The Speaker, without 
charge. 44 


MAY SPEA MEETINGS 


Brussels: May 9, 11 a.m.; Galeries du 
Centre, Bloc II 

Chicago: May 25, 6:30 p.m.; Chicag 
Federated Advertising 36 S. 
Wabash; Robert B. Konikow, Mg. 
Ed. A&SP; Motion pictures i 

Dallas-Ft. Worth: May 8 


Club, 


Dallas 

Detroit: May 25, 6:30 p.m.; 
Cadillac 

Milwaukee: May 4, 6 p.m 
bocker 

New York: May 17, nocn; Sheraton- 
East; G. A. Bradford, General Elec- 
tric 

Philadelphia: May 18, noon; 
Franklin 

San Francisco: 
Francis 


ville 


May 25 





Air freight helps 
get the word « 
around = 


7 


Emery Air Freight is used regularly to ship film, transcriptions, and scripts of Canada Dry commercials 
to stations all over the country to meet program deadlines. Emery Air Freight gives same day or over- 
night delivery anywhere in the nation. Plan now to take advantage of the speed and reliability of Emery 
by specifying “Ship Emery Air” on your shipments. Find out how much faster Emery can deliver to any 
point in the nation by calling your local Emery man, or write . . . 


<a EMERY A/IR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 





We are constantly amazed at the 
“taken-for-granted” attitude toward 
envelope waste by most office people. 
They seem to think that stuck flaps 
and windows... insertion snags and 
jam-ups...and postage meter foul- 
ups are a matter of course. 


They're not! Practically all of these 
wastes and costly delays can be elimi- 
nated. 


Tension Envelopes are designed and 
constructed for efficient, trouble-free 
performance of their job. Why not test 
Tension and prove it? Just send the 
coupon below for envelope samples. 
Use them and see why there’s no need 
to pay for envelope waste! 


TENSION ENVELOPE CORP. 
815 East 19th Street 
Kansas City 8, Missouri 


Kansas City @ St. Louis @ Ft. Worth @ Memphis 
Minneapolis @ Des Moines @ So. Hackensack 


es) 


Please send me Envelope idea Kit #2. 


Tension Envelope Corp. 
815 East 19th St. 
Kansas City 8, Mo. 


Name 
Company 
I, sccienssasiennctiimmminiiindisatinacsatitainieamat dua 


a 
361 
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e Trademark Selection: The Man- 
agement Team Method, U.S. Trade- 
mark Assn., 6 E. 54th St., New York, 
91 pages, $2 ... This is the story of 
a hypothetical committee, set up by 
a hypothetical company to deter- 
mine a hypothetical trademark for a 
hypothetical product. The “manage- 
ment team” method is a variation on 
the brainstorming technique, and an 
object lesson in how-to-do-it right. 
Actually, the book is a transcrip- 
tion of one program of the 1960 U.S. 
Trademark Assn. meeting. Members 
of the mythical company and their 
advisors, the advertising director, 
agency representative, marketing 
director, market research represent- 
ative, legal director, public rela- 
tions representative, and head de- 
signer, all sit in on the mock con- 
ference and give ideas, opinions, and 
advice. The underlying philosophy 
is that anyone who has anything to 
do with the sale of a product has, by 
rights, a legitimate voice in the se- 
lection of its trademark. 
Occasionally, the proceedings al- 
most border on parody—the market 
researcher vetos “Ulti” because it’s 
an objectionable word in Hindi— 
but for the most part, this hypo- 
thetical situation will serve as an 
excellent guide to real-life selection 
problems. T.K.F. 


©@ Editor’s Manual, Cortland Gray 
Smith; published by the author, 248 
Circle Dr., Plandome, N.Y., 100 
pages, $15 . . . This carries a sub- 
title to the effect that the book is 
about the functions and techniques 
of business publication editing. Seen 
in this light, the book has some use. 
Many business publications end up 
with editors who know much about 
the field the publication covers. 
They know little about editing. For 
these people, Mr. Smith’s text 
should be quite helpful. However, 
if you know what a Linotype is, 
have some idea of layout and can 
tell a table of contents from an in- 
dex, it might be a little elementary. 

E.S. 


@ Words on Paper, by Roy H. Cop- 
perud; Hawthorn Books, New York, 
288 pages, $4.95. . . This is a man- 


ual of prose style, with emphasis 
on the demands of the newspaper. 
Mr. Copperud has, for many years, 
written a column on usage for 
Editor and Publisher. This book is 
based on these well-read and well- 
written columns. 

In brief paragraphs, Mr. Cop- 
perud comments on some of the 
problems of writers and editors, 
gives examples clipped from many 
newspapers, and makes suggestions 
for basic rules. While not every- 
body will be willing to accept all 
of his rules verbatim (who could 
expect this) his suggestions do 
make sense and should not be dis- 
carded lightly. 

This is a useful addition to the 
reference shelf of anybody who 
works with words. The glossary, 
which takes up about half the book, 
will soon become _ well-thumbed. 

R.B.K. 


e The Complete Toastmaster, by 
Herbert V. Prochnow; Prentice- 
Hall, Englewood Cliffs, N. J., 354 
pages, $4.95 . . . This is another, al- 
though probably not the last, in that 
long line of books tailored especially 
for people who, when faced with 
making a speech, suffer from moist- 
ness of the palms, blankness of the 
mind, and general dryness of the 
upper palate. And since toastmas- 
tering and speechifying are an ad- 
vertising and sales promotion fact of 
life, books of this ilk can be most 
helpful. 

“The Complete Toastmaster” is 
complete indeed; its table of con- 
tents includes introduction and ap- 
propriate responses, 300 quotable 
quips (“An advertising agency is 
85% confusion and 15% commis- 
sion”) international proverbs, useful 
literary quotations (“You can tell 
the ideals of a nation by its adver- 
tisements,”) humorous stories and 
business quotations (“Advertising 
may be described as the science of 
arresting the human intelligence 
long enough to get money from it.’’) 

Although it doesn’t reveal George 
Jessel’s secret, a quick reference to 
it can provide an extra measure of 
self-confidence. . and an extra fillip 
to a speech. Which reminds me of 
a story... T.K.F. 


e PR Blue Book, Robert L. Bar- 
bour, editor; PR Publishing Co., 
Meriden, N. H. 326 pages, $15... A 
supplement ;to the earlier “Who’s 
Who in Public Relations” (reviewed 
Jan. 1960), this volume contains an 
alphabetical list of public relations 
counselors in Canada and the 





Talk about problems! There was the 
necktie. There was the shirt. And you— 
grimly determined to tie your first knot. 

So you pulled and you twisted. Got 
tangled and started again. Then (you 
didn’t remember how) you did it. 

A knot! Hardly perfect, of course. But 
good enough to be proud of. 


3 ATLANTIC 


Those were the days when you met 
your challenges with little else but deter- 
mination. Today, you have a rich store 
of skills and experience to draw on. Your 
printing shows it. Your pride reflects it. 


Pride. We share it with you. Because 
good printing begins with good papers. 
And that’s the only kind we make. 


HINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION «- STANDARD PACKAGING CORPORATION +: BANGOR, ME 





What you should know 
about Atlantic Opaque’s 


new whiter white 


Place this sheet of Atlantic Opaque next to any other sheet. 
In most cases, you'll see a startling difference in whiteness. 

Chis extra whiteness can enhance your printing in many 
ways. Blacks are much deeper. Colors more luminous. The 
whole page takes on a new sparkle. 

And—true to its name—Atlantic Opaque minimizes 
show-through. Even in lighter weights. An ideal paper for 
envelope stuffers and inserts. 

Finally, Atlantic Opaque gives you all the quality essen- 
tials for good printing: uniform trim, even caliper and 
bulk, controlled moisture content. No wonder this paper 
reduces press preparation to a minimum! 

(Atlantic Opaque is available in Regular, Vellum and dis- 
tinctive Deep Etch finishes. Ask your Eastern Franchised 


Merchant for samples. Or write us direct. 


. we , . 7 . vy . _ ‘ 
KASTERN FINE PAPERS 
Ad \ a a - a A = . 
EASTERN FINE PAPER AND PULP DIVISION ¢ STANDARD PACKAGING CORPORATION ¢ BANGOR, ME 
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United States, probably as complete 
a list as can be devised in this high- 
ly fluid field. The latter half of the 
volume contains additional entries 
of individuals in p.r., omitted from 
the earlier volume. 

It is a useful contribution towards 
the maturity of the public relations 
field (business, industry, profes- 
sion?). R.B.K. 


e Films and Filmstrips on Audio- 
Visual Materials and Methods; pub- 
lished by the Educational Film 
Library Assn., 250 W. 57th St., N.Y. 
19; 15 pages, $1. . . This lists visual 
materials in 23 categories, starting 
with animation and ending with 
utilization. While the materials were 
selected with an eye on the teacher, 
the a-v coordinator, or the a-v 
student, many of the films and film- 
strips have broader application and 
would be useful for the education 
of anybody in the field or connected 
with it. And some look as if they 
would be fun to view, too. 
Lengths, brief descriptions, and 
the source of each is included. R.B.K. 


e The Sourcebook of Specialized 
Markets, National Business Publica- 
tions, 1913 I St., NW, Washington, 
178 pages, $2.25 . . . Here’s one to 
put on your reference shelf as a 
valuable guide to specialized know- 
how. National Business Publications 
has compiled a volume that gives 
easy access to all sources of mar- 
keting data available through its 
member-companies. Along with 
some general information about the 
business press, it includes a thumb- 
nail sketch of each publication, ex- 
plaining what group it serves, and 
who are the qualified recipients. Al- 
so listed are the kinds of source ma- 
terial available from each, such as 
summaries, reports, and _ statistical 
data. T.K.F. 


e Pocket Encyclopedia of Paper & 
Graphic Arts Terms; Thomas Print- 
ing & Publishing Co., 724 Desnoyer 
St., Kaukauna, Wis., 96 pages, $1 
... A great help for anyone inter- 
ested or affiliated with the paper, 
packaging, boxboard or graphic art 
industries. 

This new edition is in a 34x64” 
format and will fit into your pocket. 

If you’ve ever tried to explain a 
term like “anti-ox,” “dropout,” or 
“tympan,” to a student or layman, 
then the value of the book is self- 
evident. E.S. 





effects at 
line process costs! 


PARA-TONE’S 
TONE VALUE SHEETS 


Achieve half-tone reproduction ef- 
fects by simple line process with 
Para-Tone’s Co-ordinated Dot Pat- 
terns. Available in 8 different 
screen densities: 3242 to 85 lines- 
to-the-inch. Percentage values 
from 10% to 80% of solid. Zip-a- 
Tone or heat-resistant Blu-Zip ad- 
hesive. Clear gloss or matte finish; 
black, white or colors. 


PARA-TONE * 


incorporated 


512 W. Burlington Ave. 
LaGrange, IIlinois 


Order from your 
dealer, or write 
for catalog. 





New 1961 Catalog.. 


. IDEA and FACT FILLED 
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WRITE 
TODAY 
It's YOURS Without 
Obligation! 


SEE and Get Full Particulars In Our Full Color Catalog 
About the Fabulous New HOLLYWOOD Exclusive 


SHOWBOOTH 


The 10 Foot, Complete, Colorful Booth You Can Carry In a Suit- 
case! A Time and Money Saver, Freight and Handling Saver, Too! 


HOLLYWOOD BANNERS 


& sane 4%. 
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FREE 
ENVELOPE 
SELECTOR 
CHART 


Put more than 70 
envelope ideas at 
your finger tips. This 
handy guide shows 
70 standard styles 
and cross references 
them by size. Also in- 
cludes timely tips for 
the efficient use of 
envelopes. Write De- 
partment A-2 for your 
free copy. 


Your direct 
mail says 


“HERE’S SOMETHING 
SPECIAL” 


when it arrives ina 
U.S.E. colored envelope 


Color is a natural selling tool. The simple . . . yet often overlooked 
... device of putting your mailing in a colored envelope can make 
a direct mail campaign more successful. And when you combine 
U.S.E. quality with color, you’re giving your direct mail the best 
head start it can possibly have. 

Color is just one of dozens of envelope variations you can use 
to put action in your direct mail. With the “world’s longest line” 
. .. seventy basic styles . . . of envelopes in regular stock and virtu- 
ally any envelope available on special order, U.S.E has the right 
envelope to put your mailing across. 


UNITED STATES ENVELOPE COMPANY 
GENERAL OFFICES: SPRINGFIELD 2, MASS. WORCESTER + SPRINGFIELD + HARTFORD + ROCKVILLE + NEW YORK + METUCHEN + ATLANTA 
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MEET PAUL MARTIN 


Sales Promotion Executive of the Year 


PAUL MARTIN 


By Ted Sanchagrin 
A&SP Eastern Editor 


There is perhaps nothing more 
difficult to promote than a daily 
newspaper. You’re dealing with an 
intangible sort of product. If your 
competition happens to be just 
about the toughest competition in 
America in the afternoon or eve- 
ning newspaper field, then your 
problems are doubled. 

The promotion that Paul Martin, 
promotion director of the Philadel- 
phia Daily News, has been doing in 
the past two years has earned him 
national fame in his field. And now 


Man of the year, selected by SPEA, and recipient 
of the plaque awarded by A&SP, is a Philadelphia newspaperman, 


whose activities range widely in sales promotion. 


it has led to his selection as the 
Sales Promotion Executive of the 
Year for 1960. 

His credentials are sound. He has 
helped to take a once-lowly tabloid 
that was more or less acceptable 
only in the Tenderloin district, and 
made it welcome in Rittenhouse 
Square. The magic ingredient has 
been saturation promotion coupled 
with an improved editorial product. 


> This acceptability is reflected in a 
40% increase in advertising in the 
past three years (from 8 million 
lines to 11 million). Total circula- 
tion has increased by 79% (from 
156,000 to 280,000). Particularly 
significant in the circulation accept- 
ability story is a 175% increase in 
the suburban area (from 23,000 to 
63,000), despite the fact that the 
newspaper has no home delivery. 
It’s sold strictly on newsstands. 

This rise from its days as a paper 
for the denizens of Vine and Race 
Streets to Walnut and Chestnut 
Streets and the suburbs pretty much 
dovetails with the purchase of the 
paper by Triangle Publications. 

“Triangle is promotion minded,” 
Mr. Martin says. 


> The Sales Promotion Executive of 
the Year is a member of the op- 
erations committee which runs the 


Daily News. On this committee are 
Gordon F. Chelf, publisher; J. Ray 
Hunt, managing editor; Natt Getlin, 
advertising director; Stanley Schiff- 
man, circulation manager; James T. 
Scott, business manager; Paul Mar- 
tin, promotion director; William 
Keller, mechanical superintendent, 
and an ex-officio member, E. Z. 
Dimitman, executive assistant to 
Walter H. Annenberg, president of 
Triangle Publications. Mr. Dimit- 
man redesigned the Daily News into 
modern format. 

What does this mean? Communi- 
cation is easy and informal among 
members of the operations com- 
mittee. What it usually boils down 
to is two questions: (1) “Should 
we promote in the Inquirer?” or 
(2) “Should we use radio and tv?” 
The Philadelphia Inquirer is a 
Triangle publication. Triangle prop- 
erties also include a number of 
radio and tv stations in the area. 


> As this article develops you'll see 
how print and broadcast promotion 
is tied into sales promotion by Mr. 
Martin. 

“A newspaper can be promoted in 
two ways, in an institutional vein 
if you’re The New York Times, or 
in the case of a tabloid such as the 
Philadelphia Daily News to get im- 
pulse readers by appealing to a 
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Promotion with a Touch . . . Mr. Martin tries to be a little 
different, as these items illustrate. On the left is a file folder 
designed for factsheets to be kept by space buyers, with a 
bleed photo on its face. In the center is a silk banner, printed 


particular feature,” Mr. Martin says. 

When he joined the newspaper 
in 1956, he used his radio back- 
ground. He insisted on a jingle, “Get 
the Daily News,’ which is still used 
today as an identification mark. This 
is used as a tagline on everything 
from reciprocal radio and tv com- 
mercials to advertising salesmen’s 
presentations in person and on tape 
(the Daily News has 25 salesmen). 

In those early days the news- 
paper wasn’t using tv — it couldn’t 
afford it. “Radio is still the most 
underpriced medium I know of,” 
Mr. Martin says. 


> Serialization of popular and cur- 
rent books in the paper gives the 
promotion director features which 
he can promote on an impulse basis. 
“Bridey Murphy” served as the pro- 
motion guinea pig with saturation 
radio spots. 

Book serialization and promotion 
is, in the opinion of the managing 
editor, all right in non-fiction. Non- 
fiction is easier to edit than fiction 
and easier for the reader to follow. 

This initial promotion was short- 
lived. The former owner, Matthew 
McCloskey, brought in a new pub- 
lisher, David Stern, and there was 
a reorganization and no radio cir- 
culation promotion in 1957. But 
when Triangle bought the paper the 
next year, promotion was _ rec- 
ognized again. Through these 
changes, Mr. Martin has been one 
of the few to retain his original title. 

The paper was repackaged in 
1958, tv editorial space was doubled, 
and the NEA package of women’s 
columnists was added. (There is 
also a “bonus” feature practically 
every week.) This gave the promo- 
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A Happy St. Paddys Day 


Fo You From- 
SMOOTH AS SILK 


KESSLER 
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tion director something to promote. 
Each Sunday an ad about an up- 
coming Daily News feature appears 
in the Inquirer. These ads are mer- 
chandised. 

If an ad has a particularly strong 
message, the circulation manager 
will send anywhere from 100 to 
2,000 reprints to his newsstand out- 
lets. And the promotion director will 
mail them to local or national lists. 
One example is the series of “Love” 
ads produced by the Lavenson Bu- 
reau. 


> Another series which has gained 
an international reputation is the 
one promoting advertising to the 
reader. Advertising agencies across 
the country prepare an ad, sign it, 
and give a small credit line to the 
Daily News. Newspapers run the ad 
as a public service. The agencies 
produce the ads at their own ex- 
pense. 

Backing up the series, Mr. Martin 
prepares and mails mats of these 
ads each week. The campaign 
started last September. Over 200 
newspapers have run these ads over 
their own credit line. Eventually, it 
is hoped, the ads will lift the Daily 
News from a local paper to one rec- 
ognized by national advertisers. 

“The campaign alone will not 
build linage,” Mr. Martin says. “It 
does create an identity for the paper 
that did not exist before. Linage 
will be built by selling and sales- 
men. 

“We are interceding in an area in 
this campaign where advertising has 
been particularly sensitive,” he says. 
“Advertising is in a boil, on the de- 
fensive, particularly since the 
charges made against it around the 


in green, of course, which went out to tavern owners, while on 
the right is a bunch of four roses, sent by messenger to the 
wives of key tavern owners, in behalf of guess what brand of 


time of the political conventions.” 
The Philadelphia Daily News has 
taken the offensive, by taking the 
case for advertising to the consum- 
ers. “We hope this earns agency 
goodwill,” Mr. Martin says. 


> Involving people is an important 
ingredient in sales promotion, ac- 
cording to Mr. Martin. For example, 
for an agency such as Leo Burnett 
to sign its name to such an ad, the 
agency’s top level people have to 
approve it. While doing this they 
have to become aware of the news- 
paper. 

“Agencies notice us,” he says. “It 
gets us national attention.” 

The Daily News has been build- 
ing its local reputation. Eventually, 
it hopes to become more acceptable 
to national advertisers. 


> Locally, for example, it attracted 
the attention of Four Roses a couple 
years ago by mailing a bouquet of 
four roses and an engraved card to 
100 wives of tavern owners. Getting 
almost any liquor promotion off the 
ground is doubly tough in a monop- 
oly state. 

For St. Patrick’s Day this year, a 
silkscreened silk cloth with a map of 
Ireland on it was mailed for Kessler- 
Hunter Distillers (“Smooth as 
Silk”) to tavern owners. Over 200 
taverns received this through the 
mail, or in person from salesmen. 


> What do you do when you don’t 
have a paint account? A paint can 
promotion helped bring in two such 
accounts. Mr. Martin purchased 100 
plain cans in pint, quart and gallon 
sizes. The first can was printed in 
red, “Stay Out of the Red, Advertise 
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Public Service . 


in the Daily News.” A black-printed 
can said, “Get in the Black...” A 
third can was green, “Get a Lot of 
that Green. . .” Inside each can was 
an appropriate letter. 

To attract national food accounts, 
the Daily News is making available 
an in-store merchandising service in 
the supermarkets of their choice. 
These store demonstrations are the 


idea of the new national advertising 
manager, David McCourt. The paper 
pays the supermarket for the dem- 


onstration. The 
nothing. 


advertiser pays 


> This cohesion among all depart- 
ments appears relatively simple, and 
it is partly because communication 


Record Promotion . 


. The ad on the left is one of a series to 
back up the promotion of downtown merchants. The other two 


among departments is fairly direct, 
in person, by phone, via memos. De- 
cisions come fast, A&SP found in 
watching the operation at first hand 
for a day. 

Mr. Martin has a five-man staff, 
which is small as such staffs go, and 
a $400,000 annual budget, more than 
half of which is in the form of re- 
ciprocal agreements. 

On his staff are Jake Weiner, as- 
sistant promotion director for circu- 
lation; Jack Hobbs, assistant pro- 
motion director for advertising, plus 
a secretary and a clerk. 

Mr. Martin reports to the publish- 
er as promotion director. He re- 
ports to the advertising director on 
advertising promotion activities, and 


are from the series promotion advertising, written and designed 
by local agencies, and offered to newspapers everywhere. 


coordinates circulation promotion 
activities with the circulation man- 
ager. 

The promotion director uses the 
paper’s art department and compos- 
ing room for most of the art, photog- 
raphy and typesetting. For the 
“Love” series of four ads, the ad- 
vertising agency, the Lavenson Bu- 
reau, was the catalyst. One of these 
ads, incidentally, “It Never Really 
Rains on Lovers” won a 1960 Gold 
Medal Award from the Art Direc- 
tors Club of Philadelphia. Mr. Mar- 
tin also relies heavily on outside 
services, particularly Brecher Art 
and Sun Display, plus freelancers. 


> In Philadelphia you can’t help but 


. When the News has a special offer, it 


posters, and double-page ads spread the word throughout the 
goes to town. Its fleet of delivery trucks was emblazoned with 


readers hip of the newspaper itself. 
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Tooting One’s Horn . 


be aware of the Philadelphia Daily 
News on radio and tv commercials. 
They range from 10 seconds to 60 
seconds. When an actor is visiting 
the city to promote his latest movie, 
he might also promote a Daily News 
feature in the same commercial. Ar- 
lene Francis and Sir Cedric Hard- 
wicke plug their local appearances 
in area summer stock, and say they 
read a paper feature or the sports 
section between rehearsals. 

The paper’s “Learn a Language” 
promotion, for example, lends itself 
to such an approach. What does it 
cost the Daily News for these tes- 
timonials? Nothing. Astute cross 
promotions give the paper a known 
figure at no cost beyond the pro- 
duction of the commercial. 

“Learn a Language” is not a first 
in Daily News promotion. The New 
York Post had it initially. For $1 a 
reader of the Daily News can buy a 
record which would help him learn 
a language of his choice. Daily News 
trucks promote it with side panels. 

But the Daily News carries such 
a promotion a bit farther, in fact all 
the way to the state education lev- 
el, letting authorities know about 
the promotion in person. It was au- 
ditioned there. 

All ethnic groups were contacted. 
A free record was given to all for- 
eign language teachers. The paper 
donated six sets of six language 
records to the Free Library of Phil- 
adelphia to start an audio language 
department. 


> The voices of such authors and 
personalities as Mary Astor, Roy 
Campanella, Eleanor Roosevelt, Al- 


. . The two ads on the left were part of a 
series that ran in the Inquirer, sister publication of the News. 


exander King, Groucho Marx and 
Zsa Zsa Gabor have been heard in 
Philadelphia on commercials pyo- 
moting their books serialized in the 
Daily News. The paper pays nothing 
for such talent because authors 
aren’t bashful about requests that 
they promote their own books. 

Mr. Martin’s acquaintance with 
radio, particularly in his pre-Daily 
News days, is an asset which is pay- 
ing dividends. He is also a facile 
writer, composing much of his own 
copy when campaigns permit. He 
studied journalism at Temple Uni- 
versity, graduating with a B.S. in 
commerce in 1938. With the Army 
in World War II before emerging as 
a second lieutenant, he sold the 
Army on the need for a book about 
Officers Candidate Schools, wound 
up writing “Going to OCS.” 

His radio background as an an- 
nouncer, program director, station 
manager and promotion director 
with stations in Atlantic City, Wash- 
ington, Buffalo, Hartford and Phil- 
adelphia served as the springboard 
for his current success. At WCCC, 
Hartford, as station manager be- 
tween 1951 and 1954, he won the 
Variety Award for Small-station 
Showmanship with TNT (time, news 
and temperature every 15 minutes) 
as an all-day format. 

“I always thought there was a 
place for a music and news sta- 
tion,” he said. “We were a little 
ahead of our time. Radio was run- 
ning scared then. It is still a power- 
ful but under-priced medium. In 
what other medium could a soap 
manufacturer build up a complete 
distribution system through soap 


Their warmth and humanity helped to build an image quickly. 
The third ad pulled no punches in beating the drums. 


operas for something like $10,000 a 
week,” referring to radio’s bargain 
prices in the 30’s. 


>» He joined the Philadelphia Daily 
News in 1956, after being promotion 
director of WIP, Philadelphia, for 
two years. He was hired for his 
radio background by David Podvey, 
general manager, Daily News. At 
WIP, Mr. Martin had hitchhiked on 
the $64,000 question fever by offer- 
ing listeners a chance to make $1 
million. Prizes for the best two an- 
swers to “Why I would like to have 
a million dollars” were two Geiger 
counters. Mr. Podvey felt the Daily 
News promotion could use this type 
of thinking, and he hired Mr. Mar- 
tin. 

Mr. Martin is a native of Phil- 
adelphia. He was born there 43 years 
ago. He is married, lives in a 11- 
room house, has no children. 

Each Monday he writes a one- or 
two-page memo which summarizes 
the promotion activities of the pa- 
per. This memo, instituted July 1, 
1960, goes to all Daily News sales- 
men and Triangle offices, in New 
York, Chicago, Detroit, San Fran- 
cisco, Los Angeles and Miami. 


’ One memo, dated recently, dis- 
closed that J. Walter Thompson will 
participate in the Daily News ad- 
vertising series. It contained an up- 
to-date list of some 20 agencies, of 
all ads that have run and the spon- 
soring agencies. The list ranges from 
N. W. Ayer to the New Zealand 
Assn. of Advertising Agencies. 
Mr. Martin’s memo said that par- 
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Hard-Hitting 


ticipation by the world’s largest 
agency is welcome because it gives 
the project more attention. He 
added, “There has been some con- 
fusion on the ground rules for agen- 
cy participation so I am setting down 
here these rules for all concerned.” 

Among the salient details were 
these points: 


1. The series is scheduled once a 
week for a year. 


2. As of this date (Feb. 21), 200 
daily newspapers are participating, 
with a circulation close to 8 million. 


3. Any recognized agency can par- 
ticipate. 


4. Ads will be scheduled on a first 


come basis. 


5S. The ads should promote adver- 
tising in general. They should not 
promote any one medium, any prod- 
ucts or group of products or the ad- 
vertising agency itself. 


6. Material should be submitted in 
the form of a mechanical of the cor- 
rect page size (200 by 5). The Daily 
News will make plates and roll all 
mats to the agency at no cost. 


7. Participating newspapers repub- 
lish the ad with the agency’s signa- 
ture intact, substituting their own 
credit line. 
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The News promotional copy is factual and 
hard-hitting, but is characterized by unusual photography and 


> Projectors, flipchart books and 
tape recorders are the bread-and- 
butter materials used in Daily News 
circulation promotion. There are 
two DuKane projectors in the Phil- 
adelphia office and one in New 
York. A 40-page flipchart book is 
updated continuously to tell the 
paper’s story. A Revere tape record- 
er captures the voices of national 
personalities and local advertisers 
for testimonial promotions. 

An “Ad News” memo, using 
Media Records figures, is a series 
of sharp, short information sheets 
on the Daily News in amusement, 
radio, retail, department store (em- 
phasizing upstairs vs. basement 
gains), auto dealers, jewelry, furni- 
ture and household, hotels and 
restaurants, and so on. 

One of these blue sheets, on de- 
partment store linage, says pithily, 
“Over half the Daily News’ depart- 
ment store linage is now ‘upstairs.’ ” 
Upstairs linage indicates by in- 
ference the paper’s’ continuing 
march toward respectability and 
greater local stature. 

To house all these reams of one- 
dimension sales promotion tools, the 
promotion director supplies the re- 
ceiver with a file folder. Instead of 
being just a plain envelope, it has 
the newspaper slug for identifica- 
tion and a cover of black-and-white 


clean layout. On the right is a copy of a typical front page, 
and a personally-imprinted piece for special accounts 


bleed art. A model is reading the 
paper at a newsstand while she’s 
passing a nickel to the dealer. 

“We couldn’t get the type of 
model we wanted in Philadelphia, so 
we had to go to New York to get 
this shot,” Mr. Martin says. 


> He gets around. For a downtown 
promotion recommended by the ad- 
vertising director, he went to the 
Chamber of Commerce and wound 
up with a chamber proclamation. 

Three mornings a week he teaches 
a course on publicity and promo- 
tion at the University of Penn- 
sylvania, Tuesdays, Wednesdays and 
Fridays at 11 am. He also teaches 
a course on sales promotion Wed- 
nesday nights at the Charles Morris 
Price School of Advertising. This 
course is sponsored by the Poor 
Richard Club. 

Mr. Martin is a member of the 
Philadelphia chapter of the Sales 
Promotion Executives Assn. He was 
treasurer last year. The chapter rec- 
ommended him for consideration as 
Sales Promotion Executive of the 
Year for 1960. The four-man SPEA 
awards committee, headed by Stan- 
ley Greenfield of Ziff-Davis Pub- 
lishing Co., did some undercover 
work and backed up the recom- 
mendation of the Philadelphia 
chapter with this award. 44 
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ARE YOU INTERESTED IN A WAY 
TO GET MORE LETTERHEAD JOBS? 


If you could get more customers for new letterheads--with 
no cost and very little effort on your part--would you do it? 


If your answer is "yes", then see your Hammermill Papers 
salesman now. He has a complete sales kit for you that you can use 
to get more letterhead and envelope jobs this year. 


First, this kit will show you what Hammermill is doing 
with advertising in leading national magazines to get your customers 
to think of bringing their present letterhead designs up to date. 


Second, this kit offers all the things you need to capital- 
ize on this advertising--to make it bring dollars into your shop. 


There are free mailing circulars to tell customers how you can help 
them with their letterheads. There are newspaper ads to run in 
your local newspaper. There is a window and counter display card 
that will tell every passer-by of your letterhead printing service. 


Third, there is a complete sales manual--an 84 x 11 book 
on letterhead design--that will make you an expert on the subject. 
Here are the principles and sample layouts that will fit nearly 
every customer or situation. Here are ways to make any letterhead 
look more modern and to make it do a better job--and with type out of 
your own cases. The book also covers such things as the use of 
colored ink and paper, the envelope corner card, matched stationery, 
even the selection of paper. 


Here is a sales plan that really works! It can be just 
ssful and profitable for you as it has for other printers. 
your Hammermill Papers salesman on his next call for your 


Yours for more orders, 

E (n9 
(oa 
Froth ’ 


yg 


u also like a folder showing how to make attractive 
ornaments out of the type, rule and ornaments in 
included in your kit--illustrated on the 


— a s 4 8 Pra ' 
nsert-eand it’s free. 





Note the clear, clean, bright whiteness of today’s Hammermill 
Bond. This insert printed by offset on substance 20, Bond 
finish, the most popular paper item for business letterheads 


Ask your Hammermill Papers Salesman 
for this Sales Kit today. Use the new book on letter- 
head design...ad mats...display card...mailers...sug- 
gested ornament ideas...to get new orders. All free. 
Help yourself to bigger letterhead job profits in 1961! 
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Freelance Writer 


Ome 


By Jeff Thomson 


Whether president of the com- 
pany, account executive, copy writ- 
er, artist, artist’s model, photogra- 
pher, girl at the reception desk—or 
freelance writer—each has. one 
thing in common: a professional at- 
tempt to put some message across to 
some particular audience. 

But whether you are promoting 
biscuits, Buicks, beans, beads or 
brassieres there is always, as you 
know, the limiting factor of the old 
budget. Problem: for a given prod- 
uct or service, how do you get the 
most response for the fewest bucks? 
Answer: Maybe through the free- 
lance writer. 
> You can often send a message 
far-and-wider for less output mon- 
ey-wise-by working hand-and-glove 
with competent freelance people. 

Unless you lose more than the law 
of averages deems fair, and have to 
pick up the tab for drinks or lunch- 
eon, the services of a_ freelance 
writer cost you nothing. And 
through his efforts, combined with 
your “assist,” you may reach an 
audience rivaling, in number, that 
solicited in some of the largest na- 
tional advertising campaigns. And 
an audience which will give a high 
degree of credence to the “message.” 

The freelance wouldn’t be in busi- 
ness if he didn’t have some talent. 


. 
ot the 


ompany can get better value 


using him and his colleagues. 


Couldn’t sell a nickel’s worth. He 
sells to an editor who sells to an ad- 
vertiser who sells to the public or 
to some specialized market. If he 
ignores basics he goes broke. 

Over a good many years, as a 
freelance, I’ve peddled stuff to many 
of the busiest business journals, hit 
the top externals, most of the news- 
stand magazines, and some of the 
top “slicks.” Almost always there 
was a “message” involved, even if 
somewhat subtle. 

How many hula-hoops do you 
think would have been sold if it 
weren’t for the freelance writers 
and their feature stories and pho- 
tos? Placing articles, as I did, over a 
number of years, I’m confident that 
I’ve helped spark sales of outboard 
motors, ski clothing, camping equip- 
ment, electron tubes, resort hotels, 
Armed Forces recruitment, and that 
better-way-of-life which means 
higher wages for more outlay for 
more things to be advertised. 


> But the freelance writer is sold 
short. 

I'll quote you a quote from James 
Josephs, for ten years one of the 
nation’s top freelance writers and 
founder of “Western Round-Up,” a 
west-wide article feature syndicate 
in Los Angeles, Calif. 

Says Jim: “I find not many ad- 
vertising men keyed to article or 
magazine needs. So many are ‘prod- 


uct,’ not ‘story’ minded—naturally. 

“Recently I was assigned a story 
on backyard  recreation—for a 
major magazine. Oddly, but a few of 
the scores of backyard game-makers 
I contacted had anything on hand in 
the way of photos or data regarding 
their products, and those were inap- 
propriate: buxom teen-age models 
in bathing suits representing ‘Mom’ 
in the backyard with the kids. 

“I had to make my own photos 
and ferret out all the dope on what 
these back-yard games were sup- 
posed to do to make one’s life more 
pleasurable.” 

Having worked for “Western 
Round-Up,” I can “honor-bright” 
state that on one single intensive 
interview James Joseph has come 
forth with no less than ten articles 
(read and approved prior to publi- 
cation by the companies involved) 
and circulated to perhaps 5,000,000 
readers. At no cost to the manu- 
facturers, more than 50 pages of 
promotion, accurately and believ- 
ably “plugging” some product were 
printed. 


> When I was PRO for a large gov- 
ernment agency, I had an index file 
of freelancers in this area and a big 
file folder system. In it, I accumu- 
lated every bit of material I could 
find on several “story” topics. In my 
case, being in a conservation outfit, 
it was vandalism, anti-litterbugging, 
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archeological matters, water con- 
servation, and that sort of thing. I'd 
get a folder fairly well bulging, 
check my file cards for the freelance 
most specialized or most likely to be 
interested, half-way write his arti- 
cle for him and suggest a market or 
two. It paid off. Dozens of articles 
hit the press—and the only cost was 
the tab at luncheon. And, in fact, 
sometimes I got a free lunch. 

The point is that the freelance is 
a professional, adapted to the re- 
quirements of selling and sensitive 
to marketing do’s and don'ts. 


> Mr. Bernarr Bates, PRO for the 
California Redwood Assn. told me, 

. we've had most pleasant rela- 
tionships with freelance writers and 
I have to admit that we haven't 
done as much as we should to en- 
courage them in writing about red- 
woods and our industry.” 

Never a truer word was spoken. 
As a freelance I sold stories to 
American Weekly, Chevrolet’s 
Friends, Fortune, Ford Times, Plym- 
outh’s People and Places, etc., in- 
variably giving institutional adver- 
tising to someone. But, regretfully, I 
must say that my yarns were liter- 
ally “scooped” out. In spite of care- 
fully laid preliminaries in the form 
of letters explaining desires and in- 
tent, I would arrrive at the scene of 
action and find nothing but unpre- 
paredness. They’d spend thousands 
of dollars for so many column- 
inches in a magazine, buy a bunch 
of book matches, and “give-away” 
ballpoint pens—and then almost ig- 
nore a free source of promotion. 

This makes me wonder if there is 
some distrust of the freelance. So, 
back to Mr. Barney Bates: “One 
case I recall when a little efficient 
lady came in asking for back-up in- 
formation on the uses of redwood 
. .. | was inclined to brush her off as 
another one of those women’s club- 
bers. But, lo and behold, she turned 
out a beautiful story, factually cor- 
rect in detail showing an abundance 
of research over and above what 
she ever got from me. You never 
know.” 

You sure do not. 


> One of the best freelance writers 
I know, Bert Goldrath, a Northern 
California freelance of some ten 
years successful experience told me: 
“The alert public relations man will 
try to make the job of the freelance 
easier by removing obstacles to in- 
terviewing and photo-making. The 
freelance really has only one thing 
to peddle—his time, and time is 
everything. The good PRO will 
manage to take less of it if he is 
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prepared for your visit. Any PRO 
worth his salt should know a thing 
or two about story angles—especial- 
ly in his own field, and do a little 
creative preparation .. .” 

That’s for sure. 

A good thought along this line 
comes from Bert Goldrath again: 
“Don’t regard the time you spend 
with a freelance as a favor to him, 
but a joint venture in which you 
both may profit.” 


> It’s kind of amazing, and it even 
amazed me, how a freelance can go 
into some firm, pick up the “lingo”, 
get the general over-all picture of 
things, and sell an article to a spe- 
cialized publication. With no more 
than a few hours of research I once 
did a story by-lined by a Catholic 
bishop—and I’m not even a medi- 
ocre heathen, but apparently it read 
all right to Remington-Rand. And I 
assumed the alter ego of a woman 
once and wrote a yarn for Good 
Housekeeping, telling the tales spun 
by National Park Service Ranger’s 
wives who suffer hardships in doing 
their jobs as Ranger’s wives in the 
high mountains. Point? You don’t 
have to know what you're talking 
about to talk the expert “know- 
how” language of an expert—gotten 
through interview and research. 

But, it sure helps if some helper 
will help out. 


>» A good freelance writer can be a 


Da 


‘ [ } Voting Machines 
a 


real helper, too, if you'll let him, 
and here’s how to help yourself. 


@ Keep a file on who’s who and who 
does what kind of stuff. 


® Develop story ideas and feed 
them to the freelance most likely to 
handle that yarn. 


® Keep in touch with them and take 
a little time out now and then to 
give freelance story possibilities 
some thought. 


@ Prepare things in advance. Take 
down those nude calendars, spic-’n- 
span things, have a_ step-ladder 
available for the photographer, have 
some models ready-and-waiting in 
proper attire, etc. 


e But mainly, if a freelance visits 
you, assume that he’s competent (he 
might not be, but there’s little down 
the drain if he isn’t), give him co- 
operation, facts, photos, history, and 
data. Have his security clearance, if 
necessary, already arranged. Be 
ready to answer questions on names 
of company individuals, history, 
production volumes, “before and 
after” measurements, weights, dis- 
tances, heights, “how high, how 
far”, per capitas, color, and the last 
Dow-Jones values. 


> That “free” on the front of free- 
lance isn’t fooling. You'll never 
spend a better buck than working 
with a good one. 44 


SHOWS & EXHIBITS 


As a device to attract the attention of visitors to the American 


Booksellers Assn. meeting, Hawthorn Books Inc., New York, in- 


for 


stalled an official voting machine. As candidates, they listed their 
forthcoming titles, and asked visitors to cast their ballots for the 


yvour ™=t likely to hit the best-seller list. Booth attendants remarked 
* that for many visitors, this was their first contact with the machine, 
Idea 


rather than the paper, ballot. 
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Distance Map 


PUBLIC RELATIONS 


From Amsterdam, it is 79 kilometers to Rotterdam, 49 to Utrecht, 
and 195 to Groningen. This information is courtesy of the De 
Mutator Co., which specializes in direct mail from Holland to the 


USA and tc 


other countries. It has developed a specialty mailer 


that is at once a goodwill builder, and a subtle reminder of its 
line of business. A two-color envelope with a map of Holland, 
and die-cut squares opposite the large cities, has a numbered 
card inserted in it. By pulling the card from the bottom, it can 
be adjusted to indicate the distance from any one of 12 cities 
to all other places on the map. Back of the envelope carries an 
advertising message for De Mutator. 
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There once was a sacred cow among users of printing papers. 


It said that only a heavy paper was bright and __ing results in halftone or line, black and white, 
opaque enough for fine printing. Then Olin de- and color. It can cut your postage in half, and 
veloped a new concept in papers called Waylite. reduce the bulk and weight of your printed ma- 
It’s a lightweight stock as opaque as many papers ___ terial. Ask your Olin fine paper merchant about 
twice its weight, with extreme whiteness and Waylite or write to us. See it, and you'll agree that 
great strength. Waylite gives you beautiful print- it has turned one more sacred cow out to pasture. 
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ECUSTA PAPER OPERATIONS, PISGAH FOREST, N.C 





More effective labeling and tagging! 


Time was when most labels and tags were 
considered routine printing jobs. Those 
days are gone forever . . . The growth of 
self-service consumer buying has made top 
management realize the importance of tags 
and labels as selling tools at the point-of- 
sale . . . and increased the responsibility of 
the men who buy them. 


Today, tag and label buyers look beyond 
first cost to the job to be done. They look 
for tagging and labeling techniques that 
increase point-of-sale effectiveness, meet 
difficult specifications or reduce over-all 
costs. 


Naturally, many of these value-minded 
buyers look first to Dennison . . . originator 
of more new labeling and tagging tech- 
niques than any other single source. A few 
examples of problem-solving teamwork 
between buyers and Dennison are briefly 
reviewed here. 


Creating 
decal effects 
with 
speed and ease! | 
MA 


Beer and safety razor blades have little in 
common. Yet, both have profited from a 
labeling technique that speeds and simpli- 
fies decoration. 


Schmidt’s of Philadelphia celebrated 
its 100th anniversary as a brewer in 1960 

. with a Dennison split-top pressure- 
sensitive label playing a major role. 
Printed in three colors on transparent 
acetate and gummed with permanent 
Dennison PRES-a-ply® adhesive, it simu- 
lated a decal in appearance and clinging 
power. But, how different in application 
ease. No soaking in water. No sliding into 
position. Just a zip of its paper backing. . . 
a pat of the fingers . . . and there it was on 
an automobile or truck window. All of 
Schmidt’s employees and _ distributors 
participated. 


Gillette used the same labeling tech- 
nique to redecorate thousands of counter 
cases when the Super Blue Blade hit the 
market with history-making impact in 
1960. This Dennison PRES-a-ply label 
was printed in red, white and blue on trans- 
parent acetate to match the “‘price’”’ spots 
already silk-screened on the glass cover of 
Gillette’s full-line display case. Neatly and 
securely applied in seconds by finger-tip 
pressure, it saved time and bother for 
Gillette salesmen as they made their pre- 
promotion rounds. 


Other users of this PRES-a-ply label- 


ing technique find it the quickest, easiest 
way to add new prices, premium offers and 
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other promotional or variable information 
to existing packages or displays. High- 
speed Dennison PRES-a-ply label dispens- 
ers keep application costs amazingly low. 


Giving “‘Easy on’’ labels 
extra “‘Stay on’’ power! 


Few users of labels must meet such de- 
manding specifications as meat processors. 
For, the US Department of Agriculture, a 
strict task master, insists on meat prod- 
ucts being permanently labeled according 
to its regulations for consumer protection. 


Cryovac film packaging of poultry, 
for example, calls for the application of a 
USDA inspection label after the film has 
been shrunk tightly around the bird in 
boiling water. The labeled package is then 
subjected to hours in a deep freeze. Yet, the 
label must remain 100°; tamper-proof. For 
a Tennessee processor, Dennison supplied 
a pressure-sensitive label with such perma- 
nent adhesion that it cannot be removed 
without detection. To the customer’s de- 
light, the USDA inspector gave his com- 
plete approval not only for use on Cryovac 
film but also on waxed paper overwraps 
and waxed board boxes. 


This same Dennison PRES-a-ply label- 
ing technique is also bringing The Lohrey 
Packing Co. of Cincinnati and other feder- 
al'y inspected meat packers the benefits of 
strong adhesion. USDA regulations specify 
the labeling of stainless steel trucks and 
containers for meat and meat products. 
Each time a truck or container is emptied, 
it must be thoroughly steam-cleaned before 
re-use. Previous labels washed off after 
each use and often clogged drains, causing 
costly plumbing bills. 


Dennison solved the problem by supplying 
PRES-a-ply labels with an adhesive so 
strong that even steam cleaning could not 
take it off! Printed on water-proof stock 
with grease-proof ink and over-varnished, 
these labels survive 40 washings! The 
Lohrey Packing Co. no longer has to worry 
about continually reordering and applying 
labels to their containers. A big headache 
has been removed. 


DEPARTMENT OF 
AGRICULTURE 


CINCINNATH: ono 


If you need labels that will stay on 
through steam cleaning, freezing or any 
other harsh environment — you need per- 
manent PRES-a-ply. 


New stringless technique 
slashes tagging costs! 


A stripe of self-sticking adhesive on the 
back of the tag is now replacing the tradi- 
tional string or wire in many cases. 


This new tagging technique not only 
reduces attaching costs but also brings the 
benefits of tagging to products formerly 
considered impossible, impractical or diffi- 
cult to tag. 


With the self-sticking stripe on one 
end, as on the back of the Georgetown 
Steel & Wire Co. tag, you have a new 
wrap-around technique. It is now increas- 
ing the point-of-purchase appeal of such 
widely varied products as tools, home 
appliances, luggage and furniture. Other 
users apply these tags directly to doors, 
windows, lumber, trunks, tires, wind- 
shields and toys. 


In-plant applications of this new tech- 
nique employ couponed system tags for 
production, piece-work and _ inventory 
control. 


NEW FACT FOLDER! 


If you’re responsible for getting more sales 
impact per dollar out of tags and labels or 
reducing over-all labeling and tagging 
costs, this free fact folder will prove 
invaluable to you. It describes techniques 
and shows samples 
that are now increas- 
ing sales and profits 
for some of America’s 
most successful mar- 
keters. For your free 
copy, write directly 
to Dennison Mfg. 
Co., Dept. $292. 
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Dennison 
Helping you compete more effectively 
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When to Use 


Plastics for Packaging 


By D. D. James 


“Is there a plastic package that 
can replace the tin can I now use?” 

“What kind of a pouch bag would 
you advise for packaging lucheon 
meats?” 

“Can coffee be packaged in a 
plastic bottle?” 

“How thick should a polyethylene 
bag be for frozen, free-flowing 
vegetables?” 

These questions are typical of the 
problems that face marketers con- 
sidering the use of plastics in their 
packages. The consumer’s demand 
for convenience packaging, the 
search for economics as well as 
good old fashioned competition, re- 
quire periodic reviews of package 
design and construction. 

But, to decide whether to modify 
or replace an existing package de- 
pends on many things. Before the 
decision can be reached, a number 
of factors must be taken into care- 
ful consideration. Basically, then, 
the question of package revision 
rests on five points . . . points that 
bear review from time to time for 
even established designs. 


1. Product Protection .. An es- 
sential function of a package is to 
contain the product and all its com- 
ponents, including water, grease, oil, 
flavor, odor, and so forth. As im- 
portant as this is, protection does 


This article is adapted, with permission 
published by 
the Polychemicals Department, E. I. du 
Pont de Nemours & Co. 


from “Packaging Trends,” 


Wilmington. 


There are many factors in the choice of 
the best material for packaging your product. Here 
are five important ones you shouldn't overlook. 


not end here. The package must 
also protect the product from dust 
and dirt; and in many cases, water, 
oxygen and other parts of its en- 
vironment. 

Whether in film, coating, or rigid 
container forms, a given plastic will 
be more permeable to some things; 
less to others. Because permeability 
is a function of thickness, shelf life 
can often be obtained simply by 
increasing thickness. As barrier re- 
quirements become more exacting, 
combinations such as polyethylene/ 
cellophane or polyethylene/foil may 
be required. One type of instant 
mashed potatoes, for example, re- 
quires  paper/poly/foil/poly for 
moisture and oxygen protection. 

The plastics and the packaging 
industries have jointly solved the 
barrier problems for packaging 
many extremely hard-to-protect 
products. While a packager cannot 
yet assume that plastics alone or in 
combination with other materials 
will serve his purpose, he need no 
longer assume that they will not. 


2. Mechanical Protection .. A 
package must not only protect a 
product from mechanical damage, 
but it must also protect itself from 
damage to its own functional 
properties. It must retain its barrier 
properties despite impact and ab- 
rasion. Likewise, it must resist 
puncturing and tearing. 

Rigidity is often another prime 
requisite of a package. Although 
some plastic materials offer suffi- 
cient rigidity for bottles and molded 
containers, it is often more eeo- 


nomical to combine plastics with, 
for example, paperboard to gain 
rigidity at lower cost. The plastic 
supplies the needed barrier; the 
paperboard supplies form stability 
to the package. 

In flexibile packaging, high- 
strength materials such as Mylar 
polyester film are often used with a 
coating of polyethylene resin; the 
former for mechanical reasons, the 
latter for heat sealing properties. 
The increasingly popular boil-in- 
bag packages illustrate this point. 


3. Economies . . The over-all cost 
of a package must be kept to the 
minimum, consistent with merchan- 
dising considerations. To be sure, in 
these days of self-service mer- 
chandising, it’s often the package 
which acts in the capacity of sales- 
man. Consequently, premium pack- 
aging costs can be justified on the 
basis of increased product sale- 
ability. On the other hand, the very 
competitive nature of the packaging 
industry will not tolerate the over- 
designed and over-priced package 
for long. 

Special promotions, replacing 
conventional ice cream containers 
with plastic containers, exemplify 
the increased sales appeal plastics 
often achieve. Greater penetration 
of plastics in ice cream packaging 
awaits more favorable economics. 


4. Packaging Machinery . . For 
a new package to be successful, 
packaging machinery must be 
adaptable for economic high-speed, 
semi-automatic or automatic opera- 
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Wha MAUL 

PREPARE 
ART FOR 

SILK SCREEN 
mal 


use actual color chips of 
these quality NAZ-DAR Inks... 


5500 SERIES FAST-DRY 

FLAT FINISH INK 

For paper and cardboard displays. 
5500 Colors dry flat and hard for 
quick delivery, remain flexible for 
folding, creasing and die-cutting: de- 
liver a perfect color match on reruns 
scheduled months apart. Higher 
opacity readings than any other ink 
on the market. 


IMPACT® FLUORESCENT SCREEN 
PROCESS INK 

The very brightest, smoothest silk 
screen colors. Add tremendous eye- 
appeal to all displays and P-O-P 
material. In 8 powerful colors. For 
impact .. . specify IMPACT! 


59-000 SERIES SYNTHETIC 
GLOSS ENAMEL 


For metal, wood, glass, masonite, 
anodized aluminum, paper, card- 
board and some plastics. Deliver a 
high gloss, flexible finish in 16 
brilliant colors. 


24-000 SERIES 24-SHEET 
POSTER COLORS 

Excellent coverage, dries to a slight 
sheen. Specifically formulated to 
minimize paste action. 


2500 SERIES CRYSTAL INK 
Perfect for screening photographic 
halftones on paper and cardboard 
displays—excellent product repro- 
duction. Dries rapidly for fast 
delivery, ideal in 4-color halftone 
separation work. 


DL SERIES DECAL LACQUER 
For all types of product and dealer 
decals. Extremely durable, dries 
rapidly to a smooth, flexible lacquer 
film. 


WRITE FOR 
FREE COLOR CARDS! 


Keep these specially designed (all 
chips bleed-mounted for easy visual- 
ization) cards at your desk or 
taboret. Invaluable guides in pre- 
paring art—matching product col- 
ors, etc. 


Consult your Screen Process Printer 
for helpful P-O-P information 


Dp * 
NAZ THE NAZ-DAR CO. 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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tion. The term “over-all cost” men- 
tioned above must include the ma- 
chinery costs. For, in the final 
analysis, the economics relating to 
the creation of a completely new 
package, or to the revision of an 
existing one, must take into ac- 
count packaging line costs includ- 
ing set-up, filling, cartoning, and 
so forth. 

The greatest packaging idea in 
the world is of no value without the 
existence or development of suitable 
machinery. In packaging, it is very 
easy to chase a rainbow or two, only 
to find that lack of machinery pre- 
maturely ends the quest. 


5. Merchandising . . The success- 
ful package is easy and pleasant to 
use. It functions as a silent sales- 
man in the store and as a sales re- 
minder in the home. Often, its 
functional properties increase the 
value of the product it contains. 
Therefore, the merchandising re- 
quirements of the package must be 
carefully considered when the 
package is designed. A few leakers, 
a frustrating closure, or any other 
ill-conceived feature can completely 
destroy repeat sales of even the 
most attractively decorated package. 

The amount of shelf space the 
package requires, the way it lends 
itself to display stacking, and the 
“face” it turns toward the store 
aisle are other merchandising fac- 
tors that require thorough investi- 
gation. 


>» A smart marketer will count five 
before making changes in his pack- 
aging. He’ll carefully consider each 
of the five principles described 
above—product protection, mechan- 
ical protection, economics, packag- 
ing machinery, and merchandising 
—before reaching his decision. 
Chances are, he’ll find that the use 
of a polyethylene resin will help 
him create the kind of package he 
needs to achieve his marketing goal. 

44 


Liquid Packaging Idea 
Developed for Testing 


A new packaging machine which 
provides for packaging a precise 
amount of liquid and a small article 
in leakproof flexible film package 
has been introduced by Packaging 
Services Inc., Wilmington, Del. 

The machine inserts the rigid ob- 
ject, fills the liquid required and 
seals the flexible film package all in 
one operation. 

The package is called “Handi- 
pak” and it is considered especially 


suited for sampling and/or market 
testing. 

Current applications of this pack- 
aging include one for Spongepak 
which features a small sponge im- 
mersed in various solutions, for 
manufacturers of such products as 
nail polish removers, suntan lotions, 
insect repellents, metal cleaners and 
spot removers. 

Complete information can be ob- 
tained from Packaging Services Inc., 
Madison & Beech Sts., Wilmington 
99, Del. 44 


Sohn Adds New Model 
To Label-Making Line 


Newest addition to the Sohn line 
of label-making machines is Model 
6056-H, a heavy-duty, hand-op- 
erated unit. 

The machine can make pressure- 
sensitive labels, bumper stickers, 
signs, sales messages, etc., in sizes 
from 1x1” up to 5x15” without any 
adjustment. 

Called the “Self-Thinking” ma- 
chine, it is a combination printing 
and straight die-cutting unit. It 
weighs 69 lbs., measures 14x17x16” 
high. Price, $700. 

Complete information is available 
from Sohn Mfg. Inc., P.O. Box Elk- 
hart Lake, Wis. 44 


New Paperboard Produced 
For Food Packaging 


A new paperboard, manufactured 
from raw, pure virgin pulpwoods, 
for use by food processors, pharma- 
ceutical firms, etc., has been an- 
nounced by the Packaging Corp. of 
America, Evanston, IIl. 

The material, “North Brite 
Blended” paperboard, a coated stock, 
is reported to provide superior 
strength and rigidity with thinness 
and light weight because of its solid 
sheet production from a homoge- 
neous blend of virgin pulpwoods. J. 
C. Morris, senior vice president of 
the paperboard division, predicted 
broad acceptance of the new paper- 





board “where quality of appearance, 
a fine printing surface and assured 
purity of raw materials are essen- 
tial.” 

In addition to carton use, the new 
paperboard is designed for making 
formed food plates and trays. 44 


Working With Plexiglas 
Discussed in Booklet 


The possibilities of Plexiglas and 
other acrylics in production are 
clearly brought out in the “How to 
Work With Plexiglas” booklet re- 
leased by Cadillac Plastic & Chem- 
ical Co., Detroit. 

Using more than 60 large illus- 
trations, the booklet covers every 
process in the working of Plexiglas 
including layout, cutting, sawing, 
punching, drilling, routing, shaping 
and turning. 

The forming process shows the 
hand method, plus jig and clamp, 
plug and ring, drape, blow and 
vacuum. Finished operations are il- 
lustrated. 

- + for more details circle 501, page 135 


One Way to Show Them 
Is To Throw The Package 


Claiming “we package anything,” 
president Jack Batchelder, Michigan 
Industrial Packaging Inc., proved it 
to plant guests by throwing mar- 
tinis at them when they reached the 
door. 

Overlooking any overtones of 
belligerence was easy for the guests 
since each drink had been care- 
fully mixed, poured into a cocktail 
glass, embellished with an olive and 
placed in a specially printed box. 

The packaged martinis survived 
tossing, catching and _ occasional 
dropping, thanks to a special plastic 
wrap around the glasses and a 
styrofoam “cradle” for the glass 
which was built into the box. 

The packaging-proof stunt was 
planned by Michigan Industrial’s 
agency, Creative Advertising, Grand 
Rapids, Mich. 44 





Your product or package will sell faster, ‘too, 
with a Paramount i-appeal label. Send us samples 
of your present labels or indicate your needs for 


_ hew ones. Let us show you what we can do for you! 











Anytime’s the Time 
for Good Typography 


Here Type Can 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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What's New in Folding Boxes 


One of the categories in the annual competion of the 
Folding Paper Box Assn. is *“‘Potential New Volume Use.” 


Here are 


Miscellaneous . . The economy of this package won an award 
for Bruce Carton Co., Memphis, Tenn. Formerly Ferry-Morse, 
Fulton, Ky., needed a separate sleeve for each kind of seed. 
Ingenious design, by Stephens-Biondi-DeCicco, New York, 
uses one sleeve, with the seed packet furnishing the identifica- 
tion. Four-color offset, on coated solid bleached sulphate. 


Paper Products . . The restraint of the design was one of the 
major factors in the judges’ decision in this category. Printed 
in a single color, using both letterpress and offset on Texcard, 
these cartons were manufactured by the Weyerhaeuser Co., 
St. Louis, for Hallmark Inc., Kansas City, Mo. 
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the winners distinguished for new ideas. 


Cosmetics & Personal Accessories . . The outstanding feature 
of this box is a reversible lid that inverts into the bevel-edged 
base to display the product. All printing was on a plastic cover 
that protects the contents. Using ultra gloss manila and 
turquoise foil news, the cartons were produced for J. C. Penney 
Co. by Federal Paper Board Co., Bogota, N. J. 


Textiles & Appeal . . Although the flip top box is not especial- 
ly new, its use here was considered particularly appropriate. 
An all-Chicago assignment, the cartons were designed by 
Charles Akers, produced by the Weyerhaeuser Co. for A. Stein 


& Co. Seven colors were lithographed on machine clay-coated 
white patent. 





Ideas 
for “SERVICE” specialties 


you can print and sell profitably 


... tlustrated in new 


free booklet 


/ MONEY GIFT FOLDERS 
HI-Fl Z you can sell to banks. Specially 
ALBUM — : designed for Christmas, 
INDEX graduation, birthdays, and 
many other gift occasions. 
Banks will be delighted by 
the way these timely, 
attractive folders can snare 
new accounts and build 
“stop in”’ traffic. 


to bring you 

business from record shops and 
recording companies. An attractive 
premium that record buyers will 
appreciate and use to keep track of 
their collections. Advertising imprints 
nd tie-ins, like paste-in album 
tification stamps, offer the sponsor 
additional promotion possibilities. 


A SALES AID 
ny realtors need. Informative folder REQUEST CARDS 
iltor’s imprint clarifies his valuable ‘ 
, property seekers. Saves his time, every dry cleaner or laundry will want 
tes public understanding, improves to use to help hold their customers. 
reputation. Fact folders can develop Conveniently attached to deliveries, 
business and goodwill for many local low-cost en — 
professional services. increase repeat orders .. . Save phone 
calls, reduce last-minute pickups, cut 
down on troublesome “‘rush’”’ requests. 


new printed ‘“‘sales tools” can be oSORET FORA SPS 122 2 Oe 


for many local or regional busi- MONSANTO CHEMICAL COMPANY 
printed attractively on quality ORGANIC CHEMICALS DIVISION 

available from mills that Monsa nto DEPARTMENT 2783-A+ ST. LOUIS 66, MO. 
r paper stocks with Monsanto Wisnss cond ane: "Fine Pretty Pane 
- Name 

details about 16 profitable @ Company 
pecialty ideas, illustrated in . Street 
-page booklet. Mail the handy City 

y. ° 
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Sporting Goods . 
cylinders, which were dispensed from rack-hung folding boxes 
This is believed to be a first for this product. Goodwill-Allen 


Rockford, Ill., designed the cartons, which were produced by 


Intercity Box & Paper Co., Rockford, for Boehm-Sheldon, 


Antigo, Wis. They were printed by letterpress in three colors 


on clay-coated white patent with coated back. 


Hardware 


Each carton holds two Toys . 


bulbs securely, needs less space than be- 
fore, using color-coding to indicate size. 
The design was by Lippincott & Mar- 
gulies, N. Y.; 
Paper Box Co., Montville, Conn., for 
Sylvania, Salem, Mass. Two colors, by 
letterpress, on light news lined news. 
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- This winner encased the hooks in plastic 


which printed the carton in four colors 


by offset on white patent coated kraft, by Richardson Taylor-Globe Corp. for 
for Comet Model Hobbycraft, Chicago. 


— ‘s. 


Su A 


al a at a8 
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. The versatility of this carton Food . . This package was designed 
appealed to the judges, plus the fine 
protection it gives a fragile toy. Design 
was by Alf Nelson, Crowell Carton Div., 
produced by Robertson St. Regis Paper Co., 


especially for a coin-operated dispensing 
machine, and thus may be the forerun- 
ner of many to come. Printed by letter- 
press in three colors, on Marathon ultra- 
tone dry carton stock, it was produced 


Marshall, Mich., 


Miami Margarine Co., both Cincinnati. 


Medicinal Products . The space-saving features of these 
boxes appeal to retailers, while the convenient handie and the 
reclosable dispenser should appeal to customers. Design is by 
Lennen & Newell, N. Y. Production is by Robertson Paper 
Box Co., Montville, Conn., for Chicopee Mfg. Corp., Milltown, 


N. J. Letterpress in two colors was used, on white patent 
coated news. 





J. Walter Thompson has found 
that it pays to have its own du- 
plicating department, to meet its 
internal needs. 


The Job Starts . . 


. Audrey Kolker, of JWT’s media department, discusses a job, 


needed in a hurry, with Felix Striker of the agency’s duplicating department. 


An Agency's 


Duplicating Department 


By A. J. Annechino 
Research Production and 
Service Manager 

J. Walter Thompson Co. 
New York 


Internal preparation of inexpen- 
sive paper photo-offset masters at 
the J. Walter Thompson Co. has re- 
duced reproduction costs for re- 
ports, presentations and other ma- 
terial up to 1500%. In addition, we 
have been able to realize similar 
savings in actual reproduction time. 

To date, this system has been 
used most extensively by our re- 
search department. As with most 
agencies, this department turns out 
a tremendous number of reports 
during the year—varying in size 
from a two to 100 or more pages. 


> On an average, our research de- 
partment alone puts together more 
than 100 reports per year. And each 
requires 25 to 50 copies. Obviously, 
this means a considerable reproduc- 
tion and duplicating job. 
Formerly, reproduction work of 
this type was sent outside. This 


was done for a number of reasons. 
For one thing, the installation and 
operation of one of the more com- 
mon reproduction systems would 
have been a _ costly proposition. 
Equipment costs and the need to 
hire qualified operators made such 


The Job Runs. . 


a venture impractical. 

The recent introduction by the 
Eastman Kodak Co. of its Ektalith 
method for preparing photo-offset 
masters changed all of this. Equally 
important to us is the fact that 
camera copying provides greater 


- In a matter of minutes the original is exposed onto a special paper, 


the image transferred to a paper printing plate, and copies start rolling out. 
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New Low Prices for 
EKTACOLOR PRINTS 


4x 5or 


Quantity Smaller 


1 $ 3.00 ea. 
1.00 ea. 

90 ea. 

75 ea. 

70 ea. 


100 or more .55 ea. 


5x7 


$ 4.00 ea. 


1.50 ea. 
1.00 ea. 
-90 ea. 


75 ea. 


70 ea. 


8x 10 11x 14 16 x 20 


$ 7.50 ea. 
2.50 ea. 
1.85 ea. 
1.65 ea. 
1.50 ea. 
1.35 ea. 


$12.50 ea. 
6.00 ea. 
5.50 ea. 
4.50 ea. 
4.00 ea. 
3.25 ea. 


Because of the rocketing trade-acceptance of Ektacolor 
prints, Quantity Photo has expanded its color facilities .. . 
drastically reducing production costs. These cost savings, as 
much as 20% for some sizes, are being passed on to you in 


the new price lists. .... 


. Ektacolor color prints are the 


most versatile weapon in the sales promotion arsenal. If 
you aren’t familiar with them, write today for your free 
sample of a full color Ektacolor print. 


CLL a 


Ute aia INC. 


CONVERSATION 


119 WEST HUBBARD st. /CHICAGO 10, ILL. 


SUPERIOR 7-8288 


mePT e VO LU Tia 


Give it a Chance / Fe 


‘> Here is the one art and layout service 
that provides ALL OF THE TOOLS for effective 
layouts from idea to completed paste up. 


$ oo to cover mailing 

“== cost brings you 
— The Complete Current Issue 
This issve is yours to use and keep, with no 


strings attached — our way of saying ‘‘try it 
and benefit’. No obligation. No salesman. 


Due to its expense, this opportunity must 
be limited to those who have not received 
@ free issue in the last six months. 

Attach one dollar to letterhead and mail today to 


ae L MTs 


Color Process Engravings for fractional pages or digest size 


magazines have low unit values on the Standard Scale which 


PIECES 
ae 
PRODUCTION 


guides the engraver in pricing his product. 


In many instances the principal saving on small reproductions 
is in copper area. Comparatively speaking, this is unappreciable. 


(Exceptions occur when continuous tone positives from larger 


PEOPLE 


sized ads may be used.) 


For this reason invoices for small color engravings will often 
carry “extras” that might appear excessive, but are necessary to 
bring the total to a fair selling price. 


Ln IMi 


HUTCHINGS & MELVILLE, Inc. 
custom photoengraving 
4043 N. Ravenswood Avenue, Chicago 13 


Expert pre-correction in correlation with powderless etching of copper originals 
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$25.00 ea. 
20.00 ea. 
15.00 ea. 
10.00 ea. 
7.00 ea. 
6.00 ea. 
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Final Review . . . The author checks 
over the finished copy with Mr. Striker 


flexibility and considerably 
proved reproduction quality. 


im- 


> A good example of comparative 
costs and time can be obtained by 
using as a basis a typical research 
report, containing 20 graphic charts 
and prepared in 25 copies. 

Formerly, using one of the stand- 
ard reproduction systems, it would 
have required two days at a cost of 
$156. Later, we tried a less costly 
system, which reduced the cost to 
$40. However, there was no saving 
in time. In both instances the work 
was performed by an outside source. 
And not to be overlooked is the fact 
that both processes gave relatively 
poor copy quality, which dete- 
riorated with age. 

Now, by using camera copying 
and the Ektalith method, we can 
produce the 25 copies of the 20- 
chart report in less than three hours 
at a cost of about $10. This is more 
than a 1500% cost reduction com- 
pared with the original method. 

And while the savings in time 
for such an average report is quite 
substantial, it is possible under 
extreme rush conditions to obtain 
a similar multi-page report in 50 
copies in less than an hour. 

How important is this speed? 
Simply stated, the ability to obtain 
a quality printed report while a 
client conference is in progress 
could provide the basis for an im- 
mediate decision and substantially 
aid client relations. 


> In operation, the Ektalith method 
is simple and can be performed by 
general office personnel after a brief 
indoctrination period. The equip- 





ment itself consists of a Ektalith 
loader-processor and a vertical Wil- 
liams D-Line camera, manufactured 
by the M. P. Goodkin Co., Newark, 
N. J. The entire system is combined 
into a compact unit that requires 
only about 24 square feet of floor 
space. 

All photographic and platemaking 
operations are performed under nor- 
mal office lighting conditions. Ekta- 
lith transfer paper — stored in a 
light-proof section of the loader- 
processor — is loaded into a holder. 

Material to be copied is placed 
under a glass cover on the copy- 
holder of the camera. Image size is 
adjusted automatically with an auto- 
focus device and image position can 
be checked quickly on a ground 
glass. 

When the camera is ready for ex- 
posure, the Ektalith matrix holder 
is removed from the loader-proc- 
essor and slipped into the camera. 
The holder is similar to a cut film 
holder on a press camera and uses 
the same type of light-proof slide. 
Following exposure, the holder is 
returned to the loader-processor. 

Using an activator solution, the 
image is transferred from the matrix 
to a paper offset master. A few 
quick swabs with a hardening solu- 
tion, then with a water-dampened 
sponge, and the master is ready for 
its run on our Multilith duplicator. 


> The entire process from loading 
to completed master — takes about 
two minutes. No plumbing connec- 
tions are necessary and the entire 
system operates off of any standard 
110-volt ac-de outlet. 

Of particular significance to us is 
the fact that clean, sharp copies can 
be made from practically any type 
of original — printed, typed, writ- 
ten, or drawn and on opaque or 
translucent paper. The quality is 
such that halftones up to 133-line 
can be reproduced. While only 
black-and-white reproductions are 
possible, they can be made from 
color copy. 

In addition, corrections to a mas- 
ter are easily made. Details can be 
removed with eradicator or moist- 
ened eraser, and other information 
added by writing, drawing, or typ- 
ing before the master is run. The 
maximum size for original copy is 
18x24” and the largest offset master 
possible is 9x14”. And, naturally, 
with camera copying, copy can be 
reduced, enlarged or reproduced 
3. 


> Internal camera copying has given 
us another advantage. It is no long- 
+ + » continued on p. 50 





“TWIRL n’ SELL” 
DISPLAY! 


+ + + an economical, smooth turning » 


Here is another outstand- (f 
ing example of the use of SAN 
a see a 
usan’’ turntable ball bear- 

ings. Tens of thousands BEARING 
successfully used in revolving displays and signs to 
stimulate the “buy e-motion.’’ Turntables swivel 
easily on low cost ball bearings only °,” thick. 
Capacities to 1000 Ibs. 3”, 4”, 6”, 12” sizes avail- 
able. Write for literature, samples and prices. 


GLE MANUFACTURING Co. 


»ped for Zenith 


y Display Workshop 
710 DIVISION ST., OSHKOSH, WIS ae ta) 





Proof That World Color 
Separations Are Superior 


e ee e With your first order for 


SUREENED 4 COLOR SEPARATIONS 


@ That's right! Free progs, printed under actual pressroom con- 
ditions — proof that full color need not be expensive — proof 
that you can get high quality natural color reproduction at reason- 
able cost thru World Color’s revolutionary triple-masking process, 
perfected by experience in making over 150,000 sets of positives, 
used by some of the country’s finest color lithographers. 


@ Prices for positives start as low as $30.00 per set for 4’ x 5” 
or smaller, including airmail delivery. 


@ Shipment guaranteed - uncomplicated positives made from 
transparencies in five working days — progressiv: »roofs one week 
additional. 


Yel Color Z. 


U. S. Route #1 


ORange 7-1332 WORLD COLOR, INC. 


ORMOND BEACH, FLORIDA Box 697-F, Ormond Beach, Fla 


oo Send price list and free booklet to 


Branch Sales Office: Name 
274 Madison Ave. Title 

New York, N. Y. 
os Firm 


Send for our price list and | °° 
free descriptive color booklet. | City. Zone 


cows State 


. ‘ 
* et expires Type of Business 
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seP7.8,1934.. Five 


Partial 
List of 
Categories... 


AMERICANA 
AUTOMOBILES 
AVIATION 
CRIME 
EDUCATION 
FASHION 
MEDICINE 
MUSIC 


ROYAL-GLOBE IS THERE =~ 


PRODUCTS 
It is the last night at sea—bur the tradi- Important participants in the coverage for this 
loss were companies of the renowned Royal- RADIO 
» Globe Insurance Group. 
With an outstanding record dating back to 
friendly beacon of Sea Girt Light. It is 2:50 1845, Royal-Globe is today one of che largest RELIGION 
A.M. A seaman reports strange smoke mid- and most respected insurance groups in the 
ship. Minutes laver the fire is beyond control _ world. In che Unired Scates alone, Royal-Globe 
and the wireless begins to crackle "SOS... has 175 field offices and 18,000 agents, all em- SCIENCE 
SOS," followed by “KGOV,” call lewers of —_inently qualified to write insurance for every 
pach nado x type of risk. For intelligent protection, 
tragic burning of the Morro Castle that =. you wonld do well to see SPORTS 

ena deedceiaeeertee ented the independent agent who 
in insurance losses of more than $4 million. represents Royal-Globe. 


ROYAL-GLOBE INSURANCE GROUP THEATER 
Casualty + Fire + Marine * Surety 150 William Street, New York 38, New York 


ROTA INSURANCE COMPANY, LTD. © THE LIVERPOOL & LONDON A CLONE INSURANCE COMPANY [TD. © ROYAL INDEMNITY COMPANY + GLOBE INDEMNITY COMPANY ~ QUEEN INSURANCE COMPANY OF AMERICE WORLD AFFAIRS 
HCWURE INSURANCE COMPANY + AMERICAN AND FORCIGN INSURANCE COWPANY + THE BRITISH & FOREIGN MARINE INSURANCE COMPANY LTD. + THAMES & MERSEY MARINE INSURANCE COMPANY. LTD 


One ad of a dramatic series created for Royal-Globe 
Insurance Companies by its agency, Lennen & Newell, 
Inc. The focal point of this ad was an attention- 
getting UI UPI Steck rae 


ADVERTISING ILLUSTRATIONS e FIELD PHOTO and USER 
REPORTS e PRODUCT APPLICATION PHOTOGRAPHS e¢« PUB- 
LICITY and EDITORIAL PHOTOGRAPHS e PRODUCT PHOTO- 
GRAPHS e COLOR PHOTOGRAPHS e STOCK PHOTOGRAPHS e 
TELEPHOTO TRANSMISSIONS e SPECIAL PHOTO ASSIGNMENTS 
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Million Photographs 


at YOUR Fingertips! upi stock News 
Photos Illustrate PEOPLE... PLACES... EVENTS 


ADVERTISING—UPI’s Stock Photo Library provided 
dramatic accident pictures for an effective advertising 
campaign for the Royal-Globe Insurance Companies. 
Photographs which included the sinking of the Andrea 
Doria—the havoc wrought by hurricanes in 1954—the 
burning of the Morro Castle—the tragic Texas City 
explosion—brought home the fact that “Royal-Globe 
is there.” 


HOUSE ORGANS—The great variety of subject matter 
covered by the U.P.I. Commercial Photography Division 
stock photo library throws open vast resources to house 
organ editors, whatever the size of their budgets. 
Company products in the news. . . background pictures 
for historical articles . . . the possibilities are limited 
only by the imagination. 


SALES PROMOTION—Photographs of the year’s most 
dramatic events were used by the Mutual Broadcasting 
System to highlight its on-the-spot coverage of history- 
making events. Photos of the happenings at the United 
Nations when the most powerful men in the world met 
in New York . . . the December plane crash that claimed 
more victims than any other . . . a new world leader in 
a heart-warming family situation . . . were among those 
selected from UPI files to put visual punch into a series 
of sales promotion pieces. 


Irv Lichtenstein, Director of Advertising & Sales Promotion for 
the Mutual Broadcasting System, Inc., wrote: 


“As you know, I’ve been rather pressed putting our 
new ‘specialties’ campaign into work. Now I’ve got a 
breather—and I wouldn’t feel right if I didn’t express 
to you and your organization my heartfelt thanks for 
the role you played. 


UNITED PRESS 


COMMERCIAL PHOTOGRAPHY 
DIVISION 


WORLD HEADQUARTERS 


News Building, 
220 East 42nd Street, New York 17, N.Y. 


BRANCH OFFICES IN: 


Boston, Chicago, Cincinnati, Denver, Detroit, 
Los Angeles, Philadelphia, Pittsburgh, San Francisco 


IN EUROPE: 
London, England 


*‘When I spoke to you on the phone I outlined my plans 
rather sketchily. Yet you fellows showed the know-how 
and acumen to pre-select about 100 shots from your 
files for my inspection. As you know, I picked 14—and, 
if my stop watch isn’t back-firing, I think I picked 
those 14 shots in about eight minutes. This is Speed and 
Service with capital S’s.”’ 

Anyone who wants to communicate more effectively in 
any visual medium can make profitable use of UPI’s 
Stock News Photo Service, with a selection from 
5,000,000 photos quickly available at moderate, com- 
petitive cost. 


Whatever your photo needs... YOU CAN RELY ON UPI! 
Photos of the year’s most dramatic moments were used in 


series of printed pieces promoting on-the-spot coverage of 
history-making events by the Mutual Broadcasting System. 


INTERNATIONAL 


oe. UNITED PRESS INTERNATIONAL 


UPI COMMERCIAL PHOTOGRAPHY DIVISION 

220 East 42nd Street, New York 17, N.Y. MuUrray Hill 2-0400 
2ivigio*® Send complete information on the following: 
C Field photo & user reports C1 Telephoto transmissions C] Color photos 
CJ Product application photos CJ Have representative cali L) stock photos 
O Publicity & editorial photos LC) Product photos CO Special photo assignments 
Name 


IE sectiinisinesenaiicsceiteactaemaniciattnesithialamsssititnaiestaatasisinataiee aeaaiieitiaaa al iitteaitlianaaaiia ies 
ADVERTISER ADVERTISING AGENCY 


Address 
City 
—— ———— AR 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 
Try us the next time you need 
quantity photos. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
Dept. M-5 @ Telephone: Michigan 2-5651 


Idea Art Portfolio 
No. 6 is Ready! 


Ready to give your creativity a lift... 
ready to use —a brand new collection 
of unusual studio art. The first new Idea 
Art Portfolio in two years. 100 draw- 
ings, each in several sizes, light-touch 
and realistic. $29.50 complete, includes 
full reproduction rights. Order on ap- 
proval for 10-day FREE EXAMINATION. 


IDEA ART 


30 East 10th St., New York 3, N. Y. 
Phone: LF 3-6622 
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er necessary to take the chance of 
defacing material when adding 
titles or preparing a montage. Such 
material can be arranged on the 
camera platform in the desired man- 
ner and then removed after the 
matrix has been exposed. Previous- 
ly, when we sent out such work, it 
was necessary to either paste down 
everything or run the added expense 
of sending someone along to super- 
vise the job. 

The following is a representative 
list of work we perform on the 
camera and Ektalith loader-proc- 
essor: 


@ Make copies of advertisements — 
both black and white and color. 


® Reduce large charts to a standard 
814x11” size. 


® Make copies of questionnaires for 
inclusion in reports and for the use 
of our clients and our own research 
people. 


@ Copy artwork made up for inter- 
viewing. 


© Imprint report covers. (Former- 
ly, titles for reports were typed on 
separate labels and then pasted in- 
dividually to report covers.) 


® Duplicate Starch data for internal 
distribution and for our clients. 


Signs of Spring . . . For a special promo- 
tion for ‘‘Quick-Diet’’ diet drink, photog- 
rapher James Hayman and Adams As- 
sociates Inc., York, Pa., teamed up to 
make this unusual photographic-floral 
arrangement. 


@ Prepare flyers for promotion cam- 
paigns. 


@ Print special forms needed only 
in very limited quantities. 


In addition to the preparation of 
photo-offset masters, our Ektalith 
system contains a copy unit for pre- 
paring limited numbers of direct 
copies — up to 10 or more. Under 
this process, the photo image is 
transferred to Ektalith copy paper 
rather than a master. The copy unit 
is used for small, rush reproduction 
jobs. It should be noted also that 
when making an « tset master, a 
limited number of proof copies can 
be pulled from the master. This 
particular aspect is extremely valu- 
able when it is necessary to obtain a 
number of approvals before the ac- 
tual duplicating run is made. 


> Over-all, this equipment has paid 
for itself in less than a year of op- 
eration. And as more and more of 
our various departments make ex- 
tensive use of the system, savings 
will become even more substantial. 

In addition to savings in costs 
and time, and the improved quality 
of reproduced copy, the flexibility of 
this system has made it an im- 
portant tool in the effective day-to- 
day operations of our advertising 
agency. 44 


Luxo Lamps Offers 
Catalog of Line 


The line of incandescent, fluores- 
cent, combination and magnifying 
lamps made by Luxo Lamp Corp., 
Port Chester, N.Y., is featured in a 
four-page catalog of the company. 

The lamps are designed for use 
over assembly and inspection bench- 
es, machinery, drafting tables, office 
equipment and in laboratories. 

Copies of the catalog are avail- 
able. 


- for more details circle 502, page 135 


Ozalid Introduces a 
Two-Process Printer 


A printer for making transparen- 
cies for overhead projection, the 
Projecto-Printer 40, has been in- 
troduced by the Ozalid division, 
General Aniline and Film Corp., 
Johnson City, N.Y. 

According to the company, it pro- 
duces sharp transparencies up to 
942x124” from bound books, mate- 
rial printed on both sides or indi- 
vidual illustrations. 

The product uses two reproduc- 





Sssshhh...you’ll frighten rt away! 


Look at the spark of life in the color . . . examine the vitality of reproduction .. . 
whiter, brighter Nibroc Offset adds new dimensions to this Origami paper-fold 
butterfly. 

Make this butterfly yourself, instructions are on the back of this page — and note 
as you do the remarkable strength, dimensional stability and good opacity of Nibroc 
Offset. 

Cartons, skids and rolls; customary sizes and weights. For samples and complete 
information write or wire Dept. PD, Brown Company, Boston, Massachusetts. 


There’s more lifein NIBROC’ OFFSET 





The ancient Japanese art of Origami (paper-folding) 
has been handed down for generations in the Orient. 
All objects are made by folding square pieces of paper. 
We hope you will try this fascinating art with this piece 
of economical, free-sheet Nibroc Offset. 

If you would like copies of this series sent to you, 
write BROWN COMPANY (Paper Division). 


Another Quality Product of 


BROWN COMPANY 


150 Causeway Street, Boston 14, Mass. 
Mills: Berlin and Gorham, N. H. 


Tear out page on perforation and trim area exactly square before folding. 


ORIGAMI INSTRUCTIONS — A BUTTERFLY 
Fold printed square of paper as shown in Figures 1, 2 and 3 
In Step 4 cut along the dotted line marked ‘‘cut,'’ fold outward 
at the A line and then inward at Pl and outward at P2. See 
Figure 5. Spread the wings, and you will have a butterfly. 


From ORIGAMI, 5 n Nibroc Offset in U.S.A 





VISUALIZERS 


for enlargement, reduction, and 
tracing of Art, Copy, Transpar - 
Ut ee MMe ur Les 


MODEL J & H VISUALIZERS. For 
copy or objects. Image instantly 
projected on tissue or Bristol 
Board. Enlarging or reducing by 
alibrated dials in seconds 4 
times enlargement or reduction 
ROYAL UPRIGHT VISUALIZER & 
ART AID. For limited fioor space 
yet full size working area. Fioo 
space only 27”x29", height 43 

4 times enlargement or reduc 
tion 

CROMWELL ANGLE VISUALIZER 
Small, compact, only 21” « 37 
floor space, yet combines ali im 
portant features of larger model 
400% enlargement or reduction 
CORONET DESK TOP VISUALIZER. 
Fits on top of desk. Easily port 
able. Work area 10"x12”. 4 times 
enlargement or reduction 


VISUALIZERS FROM $177 UP 


FILMSTRIPS 


From Artwork or Transparencies 
Black & White or Color 


FAST SERVICE 


a 


Also Record Pressings or Tapes 


Send for Catalog G 
LACEY-LUCI PRODUCTS, INC 
31 Central Ave. * Nework 2, N. J 
DEALERS: Choice Territories Open 


35mm color duplicate slides 


write for prices 
Colind Photography, Inc. 
P.O. Box 165, Peoria, Illinois 


COLOR 
PRINTS 
PRODUCE 
SALES? 


“We produce all color 
prints: — dye-transfers, 
a ektacolor and printons. 


—» For full story—Send for free glossary 


RIK SHAW ASSOCIATES, LTD. 

181 PHOTOGRAPHIC PRODUCTION SERVICES 

250 WEST 57th STREET, NEW YORK 19, N. Y. 
PLAZA 7-3988 





EVERY STYLE 


in oun Film Lettering Library 


STILL ONLY Order by name from 


specimen book sent 


50¢ on receipt of 25c. 


A WORD Mailings thruout USA 


FLEXO-LETTERING CO., INC. 
305 E. 46 ST. « N.Y. 17 © PL 3-4943 


Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital,Kansas 











tion processes. One is the dry de- 
veloping diazo, or direct copy, 
method which produces a _ trans- 
parency directly onto Projecto- 
Viewfoil from any translucent or 
transparent master. The other is the 
reflex photocopy method which 
makes transparencies directly onto 
clear Transferon film from any 
original. 

The Projecto-Printer 40 is 124%4x 
1534x1942” and weighs 35 pounds. 
The processing unit is housed in a 
plastic case which has storage for 
developer supplies and up to 100 
sheets of sensitized material. Op- 
eration requires 110 volt AC. 44 


Cobb Shinn Offers Line 
Art Clipping Service 


Art-Pak. a new line art clipping 
service is now being offered by 
Cobb Shinn, 721 Union St. Indiana- 
polis 25. 

The first edition includes 450 il- 
lustrations in 16 categories. These 
are animals, birds, cartoon charac- 
ters, Christmas, column heads, din- 
ing and dancing, domestic, faces, 
flags, graduation, holidays, hunting, 
office, religious, school and sports. 

Reproduction proofs are provided 
on 8%x11” sheets. The first edition 
of the service is priced at $4. 44 


Kodachrome Features 
New, High Speed Film 


Availability of Kodachrome II 
Film featuring a speed 2% times as 
fast as regular Kodachrome, in- 
creased sharpness and improved col- 
or rendition has been announced by 
Eastman Kodak. 

The improved film will be priced 
slightly higher than Kodachrome 
film and will be available initially 
only in limited quantities. The iim- 
provements represent the most sig- 
nificant of many advancements that 
have been made in Kodachrome 
since the film was first marketed 
more than 25 years ago, a Kodak 
press release stated. 

Lower contrast in the new film 
improves shadow detail. For indoor 
picture-taking, this means an ex- 
tended lighting zone and increased 
exposure latitude, with less chance 
of over-exposing subjects closest to 
the camera and underexposing sub- 
jects furthest away. Thus sharper 
and better illuminated pictures will 
be possible of such indoor events as 
parties, banquets, in-plant func- 
tions, meetings and general indoor 
business activity. 44 








DRY TRANSFER LETTERING 


Instant Lettering brings you the finest, 
most meticulous lettering in the world 
instantly—by instantaneous dry transfer 
from type sheet to any smooth surface. 
Just press and it’s there. 

No trace of adhesive to sully artwork. 
Needs no equipment. Perfect on wood, 
paper, card, glass, metal, film .. . in 
fact any smooth surface. The right 
answer to the need for highest quality 
lettering for display panels, roughs, signs, 
labels, graphs, charts, TV cells. 


10" x 15" SHEET ONLY $1.50 
D, ao” 
Oe 


How it works: 
rub on letter with pencil . . . lift away sheet 


Send for sample and complete type chart 


PUM eo 
ye Pe ee ak 


SALES COSTS RISING? 


The ‘personal touch’ in direct mail and sales 
promotion literature can reduce sales costs 
and pave the way to more and better sales. 
Learn how by writing for our informative 16- 
page bcoklet ‘THE ART OF DIRECT MAIL AD- 


VERTISING”. Send for your free copy today 
— on your company letterhead, please. (Offer 
good within 50-mile radius of New York City) 


THE PALETTE SERVICE 


100 Fifth Ave. New York 11, N.Y. Dept. A 


ATTENTION 


GETTERS! 
DOUG MACK’S 
mld oe 


Hundred availabl« 


eee ih ee 


Low priced 


DOUGLAS MACK 
elem ca me) ee TL) 
Francisco 14, Calif 


PHOTOGRAPHIC 
POST CARDS 


Any , 





Quantity! 


Quick 


Deliveries 


Why lose sales when in less than a week's 
time, you can scoop the market by mail with 
new models. No special art work needed. 
Send us your photograph or negative & we'll 
prepare samples without cost or obligation. 


The GROGAN PHOTO CO. 
Dept. A&SP Danville, Illinois 
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A GSneatect CHEESE- 


HOW TO MAKE THE BEST 


When you are using photography in advertis- 
ing, it often pays to give your photographer 
leeway and time. 


By William Rose 
Ross & Mayer, Chicago 


Ingenuity and creative skill on the part of the 
commercial photographer can be a valuable aid to 
the agency art director using photography in ad- 
vertising art. “Here is the idea—get us a picture 
we can build an advertisement around” is the kind 
of assignment we like to get from an art director. 

This is better than tying the photographer down 
to a specific layout, for it gives him more freedom 
and allows him to use his imagination to the full- 
est. We have often found we come up with pic- 
tures much superior than when we’re too re- 
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USE OF YOUR PHOTOGRAPHER 


stricted by pre-conceived ideas, and the art direc- 
tor is happier. 


> For example, the advertising agency for Hill- 
man’s Foods in Chicago asked us to shoot a series 
of pictures based only on the idea, “The World’s 
Greatest .. .” For the ad on the store’s cheese de- 
partment, we brought a ton of different types of 
cheese to the studio. The resulting picture of a 
model sampling one of the cheeses delighted the 
agency’s art department. We’ve had similar suc- 
cess with other such assignments. 

Two things must be kept in mind when using 
this creative approach to photography. The 
photographer must have some leeway in budget 
to allow room for experimenting, and it’s hard 
to create a miracle on a rush job. Time is needed 
for the creative approach. 44 


A cheese to please... 


Here at Hillman’s it’s a gourmet game to collect 
cheeses...to search out the sources of the world’s 
best-tasting cheeses from the ancient monasteries 
of France to America’s own lush dairylands... 
to add their prize products to our renowned 
cheese-ery for your eating pleasure! Find a new 
favorite each time you view our display... run 
the gamut from gouda to gruyere, caraway to 
camembert, smokelle to swiss. After all, there are 
72 varieties to kindle your curiosity! 


And you'll find other exciting new taste treats in 
every friendly department of every Hillman’s store 
..@ach has its own fresh meat and fish market, 
pastry shop, cheese store, delicatessen, liquor 
store, bakery, candy store, ready-cooked foods 
shop and gourmet corner...the most complete 
food and beverage selections in all Chicagoland. 


RR A A NE AR = RENE IIE 
HILLMAN’S 


teceootamaiaion 0248 seven Parkway samctameanenii 

4631 N. Broadway & Jeffery 22né & Harem 
acmnimaine souTHwesT 

28 W. Washington Cicero & G3ra & Halsted * BEtr & Cicero 

State & Van Buren trving Park Ra. 4201 &. Pulaski 
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More than a quarter century ago, in the 
depth of an economic depression, we at 
C M &H put our faith in the enduring 
quality of national magazine advertising 
We believed that national magazine 
advertising would increase and standards 
of quality would rise. This faith has beer 
more than justified. These 
advertisements, prepared in cooperatior 
with well-known magazine artists and 
photographers, are a reaffirmation 

of our faith in the basic and enduring 
values of America's national magazines 


INustrator: Richard Frooman, young Chicagoan 


with a sensitive painterly approach, has won 


awards on assignments done for national magazines 
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» On yesterday for tomorrow 


Some advertising sells merchandise in volume today 
for today. It has no roots in yesterday... and builds no 
brand loyalties for tomorrow. Other advertising, which 
deserves the name basic, is deeply rooted in the American 
past and creates brand loyalties which withstand the 
pressure of today's competition. Much of this basic advertising 
is run in America’s magazines which have built and held 
their readership, by editorial service, for generations. National 
magazines are edited in depth and sell in depth 
National magazine advertising is supported by the respect 
and loyalty earned from many yesterdays of friendly service to 
readers, and builds brand loyalty for tomorrow. Fashions 
in advertising media rise and fall with the passing tide of 
expediency, but national magazines are basic media... the 
foundation stone of enduring advertising structure. 


COLLINS, MILLER & HUTCHINGS, INC. 
America's finest photoengraving plant 


for letterpress and grav 





... AND EVERYBODY WINS! 


Double Spread in Color . 
large ad, 


Sometimes a contest is 
fo get new customers, 
but here is one designed 
to open the eyes of ad- 
vertising men. 


By Allen Sommers 


Farm Journal Inc., after a good, 
hard look at itself, found it had a 
major problem. The problem: hav- 
ing Farm Journal recognized or 
even considered as a consumer mag- 
azine by advertisers and advertising 
agencies. 

Following a presentation on an 


A CONTEST FOR PERCEPTIVE ADMEN (Agency and Client)... 


Here’s a contest in which everyone who enters wins a bundle of prizes! 
Prizes your mate will think are great! including 
A prize you can't buy anywhere—for love or money! 


WERES ALL YOU BO 
T pe a 


Before Someone Be 


Bundle 


Ss 


Pos Mail Today 
ug CARD NEE 


= — - 


. The contest was announced in this 
showing a selection of consumer advertising, 


run in 


idea of a contest by the magazine’s 
ad agency, Lewis & Gilman Inc., 
Philadelphia, the publication’s top 
brass decided to go ahead and take 
some of the beautiful four-color con- 
sumer ads in the Journal, work 
them as clues into a double-page 
spread in Advertising Age on Oct. 
10. The ads reproduced bore the 
logos of some of the nation’s leading 
advertisers. 

The contest briefly asked readers 
of Ad Age, “What’s the name of this 
consumer magazine?” 

The contest was for “perceptive 
admen (agency and client),” the 
rules were outlined and 13 different 
clues were given. A form was at- 
tached and prizes were offered. 


AT LAST A conTest [BF 
— act yor THAT EVERYBODY wins: 


Paid Card Today 


s yo STAMP 


R hs a ee 


"WAME THIS CONSUMER MAGAZINE” 
CONTEST 
Tre nome of thn comumer mogorme = 


+ 


sts You To it! 


cd 


SEND NO MONEY: By 


Everybody Wins! 5 


og 


DO IT NOw! 


ee 


nat 


Advertising Age. The entry blank was bound into the publica- 
tion, although when reprints were mailed 


, it was tipped on. 


> Among the clues (which Farm 
Journal hoped would tip its hand) 
were: This consumer magazine (five 
regional editions) is subscribed to 
by more than 3 million families 
(A.B.C.); 80% of these families own 
their homes; for advertisers, this 
consumer magazine provides the 
lowest page rate among the eight 
major “food idea” magazines; each 
year these families spend about 12 
billion dollars for family living; 
every 100 of this magazine’s fam- 
ilies owns 110 cars; these families 
have twice as many pets as the na- 
tional average; this consumer mag- 
azine has a family test group with 
a seal of approval that is widely 
known and highly respected by its 
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Civil War 


Recruiting 
posters 


* 
Southern Varieties 
* 


Northern Varieties 
oe 


BATTLEFIELD MAP 
with 78 battlefield locations 
and Chronological History 

* 


CONFEDERATE MONEY 
* 


Antiqued Reproductions. . 
They Look OLD and 
actually FEEL OLD! 


4 MUST FOR ANY PROMOTION 
Price is low. 
Give-aways or 
self- liquidators 
f full information and 
or remit $2 for handsome 

interesting samples. 


‘HISTORICAL 
DOCUMENTS CO. 


DEPT. A 8 NORTH PRESTON STREET 
PHILADELPHIA 4, PA. 








LAMP 
4 ios. 


with FOCALIZER “STARE-BREAK" . 
Eye strain from constant TV stare and glare 


Medel +710 


This T-V Lamp Clock is wholly new in concept! 
Fully automatic self-storting electric clock . . 
calculating and registering every second, min- 
ute, 10 minute and hour. Bi: 

read “Time at a Glance” 

Glolite luminescent face GLOWS IN THE DARK. 
Has a comforting night light for 


lied b Seeean 
a> ailalis aan y twitch. Wal | to name the fourth, fifth or sixth in 


| which the campaign appeared. 


nut plastic case. 54%4"° H, 6" W, 3142.” D. UL 
epproved cord and motor. 110V 60 cy., AC. 
Individually boxed for reshipping. One year 
Guarantee. Retail $11.95 plus tax 


Priced to Fit Your Premium Budget 


SAMPLES FURNISHED ON REQUEST 
WITHOUT OBLIGATION 


PENNWOOD NUMECHRON CO. 


7249 Frankstown Ave. Pittsburgh 8, Pa. 
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- + relieves 


| readers. 


By making the promotion a con- 
test, rather than a straight ad, Farm 
Journal hoped to get the most mile- 
age from the salesmen’s standpoint. 


> Well, Farm Journal lost because 
most of the respondents guessed 
Good Housekeeping, probably as a 
result of the seal clue. The mag- 
azine got some 2,500 entries from 46 
states. Other women’s service mag- 
azines and shelter books preceded 


| Farm Journal in a small group of 


entries. A total of 50 magazines were 
named. 

The biggest surprise for the en- 
trants was the “gift.” Originally the 
publication’s ad agency had sug- 
gested a one-year subscription to 
Farm Journal. Richard Babcock, 
president of Farm Journal Inc., 
wanted to make it more substantial. 
Suggested was a collection of sam- 
ples of consumer products adver- 
tised in Farm Journal. Losers and 
winners received their package of 
consumer products in a handle in- 
sulated canvas bag. 

These brought the expected thank- 
you notes (from some of the coun- 
try’s leading advertisers and agen- 
cies). But most heartening to the 
Farm Journal were those from the 
blushing wrong-guessers. One com- 
ment: “The important thing is that I 


| learned a great deal about your 


magazine that I didn’t know up to 


| now.” Another: “I certainly will not 


forget that Farm Journal is a pow- 
erful medium for consumer products 
as well as for specialized farm 
equipment”; and “Never again will I 
say Good Housekeeping when I 
really mean Farm Journal.” 


> A three page spread soon followed 
in Ad Age, giving the answer to the 
original contest spread, reproducing 
all of the ads utilized in the first 


| ad, plus a cover of Farm Journal. 


Farm Journal then immediately 
planned a new campaign for Ad Age, 
giving the consumer magazine as- 
pect heaviest play in a theme which 


| reflects back to the contest. Again 


the “perceptive adman” was ad- 
dressee. The general idea showed a 
number of top magazines in which 
a certain campaign appeared. The 
face of one magazine was left blank. 
The “perceptive adman” was asked 


For the answer, he was asked to 


| turn the page. 


| > Farm Journal—even though it lost 


the contest in numbers of votes— 
feels it won the battle to get recog- 
nition as a consumer book. 44 








BIGGEST 
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World's greatest premi- 

um— Ptastic Hostess 

Aprons. Only 64 each 

in large quantity, not 

much higher in nomin- 

al quantity. LarceE size. 

For free give-aways, 

tie-ins, store-openings, etc. 
Write for Free sample Now! 

No obligation. We've sold 

Mitut0ns! We guarantee to please you. 
& M COMPANY, GArfield 1-0026 
Dept. PG-38 415 N. 8th St., St. Louis, Mo. 
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Imprinting Service 

Let us personalize your national adver- 
tising by imprinting it with the names, 
addresses, and trade marks of local dis- 
tributors. We handle tabloids, magazines 
catalogs, booklets and folders in runs 
of all sizes. 


SERSEN’S IMPRINTING wc. 


120 So. Sangamon St. 
CH 3-2050 Chicago 7, lll. 





YOURS: Outstanding 
Letterhead Design Port- 
folio — created by the 
Advertising Design De- 
partment of world- 

mg famous Pratt Institute - 
on Parsons King Cotton 
Business Papers. Write 

on your business letterhead 
for Portfolio Number 552. 


Parsons PAPER DIVISION 


MATIONHAL VULCANIZED FIBRE CO. 
HOLYOKE, MASSACHUSETTS 


Tee 
succes 


eee 


HQ: 305 7th Ave., NY. 1, NY 
te Ft ee | 


en Mee belt) 
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MISSILE ROCKET BALL POINT PEN 


Mabe Your Give-Away or Premium Offer a Perfect Shoot 
An Exact Minature Rocket 


R-W CORPORATION 
22849 Venture Boulevard ‘oodland Hills, California 





Specialties for Sale... 


A&SP Editors Pick 
from Two Trade Shows 


Specialty advertising is a constant 
search for new items, as well as 
new ideas. Since almost anything 
can be turned into a specialty, and 
since almost any manufacturer 
might therefore try to enter the 
field, it is difficult or impossible for 
an advertiser to keep in touch with 
the hundreds — or rather thousands 
— of items being offered. 

Key in this role is the advertising 
specialty distributor, who has ac- 
cess to hundreds of manufacturers. 
Twice a year, these men converge 
on Chicago for the shows sponsored 
by the Advertising Specialty Guild 
International and the Advertising 
Specialty National Association. At 
these shows, limited to recognized 
distributors only, manufacturers dis- 
play what they have prepared to 
meet the demands of the market. 

The items described below were 
selected by the editors of ApvERTIS- 
& Sates Promotion from _ these 
shows. They are not available di- 
rectly from the manufacturers, but 
are sold only through local dis- 
tributors. Most distributors can get 
you further information on any item 
described. If you cannot reach a 
distributor, circle the number of the 
item which interests you, using one 
of our Readers Service cards just 
inside the back cover of this issue, 
and we shall forward your name to 
the appropriate manufacturer. 


Fortune Cookies .. Regular 
Chinese cookies with inserted ad 
messages on typed, handwritten, or 
printed slips 4x2’. $40 per thou- 
sand. Lotus Line. 

+ for more details circle 516, page 135 


The Bally-Band . . Bally-hoo for 
promoting in the form of a tie-on 
fit-all cummerbund of imprinted 
satin with a 12x4” advertising area. 
Effective for conventions, store pro- 
motions, etc. 62-98c. Sparky of Chi- 
cago. 

+ for more details circle 517, page 135 


Magnetic Rubber Arrows .. A 
material which opens up new pos- 
sibilities has been added to the 
Regaline. Thin sheets of magnetized 
rubber are given a top surface of 
plastic, can be imprinted and die- 
cut in standard or special shapes. 
The magnetism is strong enough to 








One or more insert pages can be distrib- 
uted in the calendar pad. 


A little imagination makes the desk calendar one of the hardest 
working advertising media ever devised. Insert pages, like those 
illustrated, transform a simple “‘reminder advertising’’ medium into 
a powerful selling tool. No waste circulation ...every reader of your 


ad is a customer you want to hold, or a customer you want to get. 
Write for “WORK WONDERS”, 
a story about imagination in 


desk calendar advertising. 


America’s foremost desk calendar 


EVER READY CALENDAR MANUFACTURING CO. 


TREET JERSEY BL a i a eee ee 
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“It's a 
Wishous Circle” 


by Donald L. Spotts 


“What type 
promotion is do- 
ing best this 
year?” “I wish 
I knew how 
many entries a 
contest would 
pull”. “I wish I 
knew if a sweep- 
stakes would 

work better than a self-liquidating 
deal”. These are the musings most 
often voiced by our many clients 
pondering promotions to use during 
the coming year. 


The problem, of course, is ac- 
ademic. There is no universal pana- 
cea. What you do is often 
important than how you do it. 


less 


A promotion is like a stew. Get- 
ting the proper ingredients together 
is only part of the job. Someone 
(who knows his business) must do 
the cooking. The best promotion 
idea in the world, without proper 
handling and follow-through, can be 
a disastrous dud. 


To paraphrase and plagiarize 
our friends at Coca-Cola, “Selling 
knows no Season”. Sweepstakes 
will work just as well this year as 
they did in 1960. A good contest 
could be just as effective. Self- 
liquidators will never go “out of 
style”. 


We are thankful, however, that 
one element of the promotion busi- 
ness is changing. More and more 
people now realize success doesn’t 
just “happen”. This has meant more 
business for us, from people who 
want the expert guidance, workable 
ideas and mechanical help that 
assure success. 


Ideas, counsel and advice are free 


at S.M.C. We ask only a chance to | 


prove we can do as well for you as 
we have done for others, and tell 
you who those others are. If you 
are ready to step out of the “wish- 
ous” circle into the “winners”, call 


us! 


Spotts Mailing Corporation 
2402 University Avenue 
St. Paul 4, Minnesota 
MI 5-5841 MI 5-5842 
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keep the piece on the side of a re- 
frigerator or any other iron or steel 
surface, and can even hold a memo 
sheet to the metal surface. Prices 
depend on the cost of the die and 
the size of the piece and length of 
run. Applications are only now 
being developed. 

- for more details circle 518, page 135 


Halftones on Plastic . . A full 
line of vinyl items — bill folds, 
wallets, desk pads, etc. — is avail- 
able as part of the Vi-Tronic line. 
In addition to gold-stamped identi- 
fication copy, half-tone photographs 
can be used on the black calf-like 
plastic. 

. for more details circle 519, page 135 


Whisk-A-Way Brush . . Part of 
the Jasimco line, this is a convenient 
gift for the man or woman who 
travels. A brush of washable bristles 
slides into a firm polystyrene han- 
dle. There is room for a five-line 
imprint. Prices are as low as 30c in 
quantities of 5,000 or more. 

- for more details circle 520, page 135 


Felt Pennants .. Brightly dec- 
orated in choice of baseball, comic, 
or college motif. Cotton felt; 4x9’. 
List price, 10c each. Norsid. 

. for more details circle 521, page 135 


Bottle Cappers . . A group of 


three bottle caps for carbonated 
drinks is described in a catalog from 
Idealine. The deluxe Snap-Top is 
claimed to be the only type which 
seals tightly enough to permit the 
bottle to be placed on its side with- 
out leaking. Simpler plastic caps 
are available for as little as 244c in 
large quantities. They can be fur- 
nished in skin packing to be used 
as a business card, and the cards 
themselves can be dealer imprinted. 

+ for more details circle 522, page 135 


Low Cost Memo Pads .. A series 
of five inexpensive memo pads, de- 
signed for special purposes, is being 
offered by the Calumet Line. Three 
of them — Tele-Memo, Kar-Note 
and Shopping Reminder — have 
pressure-sensitive backs so they 
may easily be mounted in a con- 
venient location. These also include 
a place to hold a pencil. The other 
two are a Shirt Pocket Memo, built 
for a man’s shirt pocket, and Ride- 
N-Seek, a game to while away a 
long auto trip. Each has a 50-sheet 
pad, with ad copy on each page. 

. for more details circle 523, page 135 


Memo Pad with Reminders . . 
This two-way desk-top memo pad 
permits up to four memos visible 
at one time, with a slide that says 
“Urgent” pointing to one of them. 
Interspersed among the blanks at 
random are imprinted messages, 
which appear as the pads are used 
up. A magnetized mechanical pencil 
is also available. The Automemo 
pads come in four styles, priced as 
low as $1.62. 

. for more details circle 524, page 135 


Magnetic Coin Caddy. . This is 
a neat little device which would be 
appreciated by any motorist who 
runs out of coins to feed the meter. 
Made of white plastic, it holds 
nickels, dimes and pennies. Its 
magnetic base enables it to stick to 
an automobile’s dashboard. Part of 
the Capital line, its price with im- 
print, ranges from 48 to 29c. 

. . for more details circle 525, page 135 


Outdoor Thermometer .. A new 
low-cost thermometer that fits on 
the outside of the window was in- 
troduced by Andex. Made of thin, 
clear, rigid plastic, the thermo- 
meters come in two sizes, 334x234” 
and 712x3”. The price ranges from 
45 to 17c each, depending on size 
and quantity. The thermometers are 
held to the glass surface by two 
pressure-sensitive strips. 

- for more details circle 526, page 135 


Add Plaque Sources 


Omitted inadvertently from the listing 
in the ABG for April, on plaques and 
trophies, the 


following companies 


should be added as sources of supply. 
Kirby-Cogeshall-Steinau Co. 
606 E. Clybourn St., Milwaukee 


The Hartnett Co. 
921 Main St., Woburn, Mass. 





You can achieve many exciting multi- 
color effects with simple, economical 
two-color halftone/duotone printing on 
Apco IMPACT Coated Book and Cover. 


PACT 


e creates new reader interest 


e enhances “natural” color and 


COATED BOOK cok 


Perhaps you never realized how much “natural- 
ness” of color can be created with Apco IMPACT 
Coated Book (and Cover) and its color related “8 
to 1” inks* in place of conventional black ink. And, 
if you’ve been a bit wary as to how your color jobs 
might come out on these subtle, softly tinted papers 
— just examine this insert carefully. It features 
Apco Impact Mint Green with its correct color- 
related dark Green ink. Note, no black is used what- 
soever. As you can see, the text and illustrations 
reproduce with these important qualities: 


® Typography takes on new clarity and legibility 


® Monochrome line drawings and halftones take on an aura 
of new reality 


® Duotone illustrations take on amazing new “lifelike” depth 
and warmth realism 


® Full color illustrations become “alive” with naturalness be- 
cause they lose the flat, washed out high noon appearance, 
unavoidable with stark white papers and black ink. 


All printing on Apco Impact Coated Book 
with color related “8 to 1” inks commands more 


K The mark of Restful Reading 


¢ provides fascinating new effects 


attention because the eye is accustomed and attracted 
to its pleasing natural colors which are faithful re- 
flections of the daily color variations of sunlight. 


Apco IMPACT Creates Interesting “Atmosphere” 


Any pictorial mood can be emphasized for far 
more reader “impact” by skillful selection from the 
five Apco Impact Coated Book Colors:—Jonquil, 
Suntex, Coral, Mint Green and Azure Blue. To 
complement these non-glare “background’’ paper 
colors, one of four special “8 to 1” colored inks is 
used in place of black. Brown is used on Jonquil and 
Suntex papers; Maroon with Coral paper; Green 
with Mint Green paper and Blue on Azure Blue 
paper. No changes are required in art work, printing 
plates, or process color inks — excepting here, the 
black is replaced with the ink color related to the 
Apco Impact paper color. Naturally, any second 
or third color of your choice can be used for two 
and three color printing. 


*Inks formulated for correct 8 to 1 reflectance ratio 
when used with Apco Impact Papers 





Apco IMPACT Increases Legibility and Reading Comfort 


Your copy message also benefits immensely with 
the Apco Impacr Coated Book and Ink formula. 
It has long been assumed—the higher the contrast 
between ink and paper, the higher the legibility. But 
is this assumption correct? ‘““No” says Faber Birren 
—one of America’s leading color authorities. “No” 
say leading opthalmologists and reading psycholo- 
gists. Why? 

Detailed scientific tests conducted over long 
periods of time conclude: The high reflectance con- 
trast between black ink and white paper (about 17 
to 1) is actually detrimental to legibility, reduces 
reading speed, comfort and results in eye fatigue. 
Recommended reflectance contrast for optimum legi- 
bility was found to be only 8 to 1. Apco Impact 
formula for printing is a revolutionary departure 
from the past, based on the startling discoveries of 
modern color research. By combining softly tinted 
papers with color related inks, the Apco Impact 
formula achieves the preferred 8 to 1 (hence name of 
inks) reflectance contrast ratio and breaks into an 
entirely new, wonderful world of reading pleasure. 


Apco IMPACT Stimulates Interest in Your Message 


With the Apco Impact formula, readers im- 
mediately respond to the pleasing marriage of paper 
and ink colors. The eye glides smoothly, quickly 
over the softer color combination without irritation 
or fatigue. And, the psychological effects of softly 
tinted Apco Impact Coated Book and Cover cre- 


— 


i MPACT 
COATED 
BOOK 


Does wonders to improve these printed jobs 


‘oyu APPLICATION DATA 
d Steam Unit Ventilators 


ate an entirely new, exciting dimension on the 
printed page. Instead of being a flat, passive media, 
the paper actively enters into the communication of 
thought. Greater, more sustained reader interest 
results. Sales resistance is easier to break down, 
paving the way to broader product acceptance, in- 
creased sales, and wider distribution in more markets. 


Learn More about this Sensational New Formula 


Find out more about the unique benefits offered 
by Apco Impact Coated Book and color-related 
“8 to 1” inks. Send for free 24-page illustrated book- 
let “Achievement in Increased Readership.” 


Donen, ”" 


8OoxK 


NOTE: If you'd like to see how the full color illus- 
trations above look on the other four colors of 
Apco’s IMPACT paper—plus a conventional process 
reproduction on white stock, for comparison pur- 
poses—we'll be glad to send them on. Simply re- 
quest on your business letterhead, please. 


THE APPLETON COATED PAPER COMPANY 


APPLETON, WISCONSIN 


ILORS BY OFFSET 


THOGRAPHY REO. YELLOW. BLUE AND 8 TO 1 GREEN ON IMPACT MINT GREEN BASIS 25X38—-80 





How to Make Sales by Being 


Good for Nothing 


A Tulsa department store built goodwill and sales 
at the same time through a simple offer of 


a percentage-of-sales contribution to its customers’ charities. 


By George W. Phinney 


Be good .. . for nothing! 

That is the slogan Brown-Dunkin, 
a big Tulsa, Okla., department store 
used not long ago in one of the 
most unusual sales campaigns in its 
long history. And as a result more 
than 325 charitable organizations of 
the community benefitted by its 
huge success. 

Nothing more than a mixture of 
big-heartedness and_ charitability 
was the theme that brought business 
rushing to the store. 

“Seldom, if ever, has a big busi- 
ness firm been more helpful or dem- 
onstrated more neighborly con- 
cern,” says Ben Jumper, head of 
Ben Jumper and Associates Inc., 
the advertising firm which promoted 
the sale, “than did officials of 
Brown-Dunkin in this storewide 
promotion.” 


> For eight days Brown-Dunkin 
gave five per cent of its total sales 
to any church or non-profit organi- 
zation a customer designated. There 
were no strings attached. The only 
requirement was for the buyer to 
specify the organization to which he 
wished the five per cent of his pur- 
chase to go at the time of buying. 
The store did the rest. 

Brown-Dunkins officials and the 
Ben Jumper agency spent several 
months working out plans for the 
store to cooperate with customers in 
making additional funds available 
to worthy organizations, many of 
which are not included in the city- 
wide community chest drive. 

The five per cent of purchase plan 
was the final result. 

The American Red Cross, Boy 
Scouts, Cancer Society, Polio Fund, 
Humane Society, Salvation Army, 
and dozens of other organizations, in 
addition to scores of churches, 
shared in the generous donations 
made possible by this big company. 


> “Many folks,” says John H. Dun- 


kin, general manager, “hesitate to 
offer donations of a few cents or a 
dollar individually because they 
think it is too small to be of any real 
help. But when a great number of 
people agree to designate the same 
organization to receive five per cent 
of their purchase, the benefit to the 
charity soon becomes sizable.” 

“All of us have experienced at 
some time a sincere desire to help a 
worthy cause,” Mr. Jumper says, 
“but due to other pressing financial 
needs, have failed to do so because 
we felt the small sum we could 
spare would be of no use. It was on 
this assumption that we built our 
whole promotion.” 

At first folks were skeptical of the 
“Good .. . For Nothing” sales cam- 
paign and asked many questions, 
but with full-page newspaper ads 
explaining the method and how easy 
it was to donate to a favorite re- 
ligious, educational, or charitable 
non-profit organization, it took the 
whole trade area by storm and the 
store had to put on many extra 
sales persons. 

“It is indeed a heartening sign,” 
says Rev. Dwight Smith, pastor of a 
struggling new Methodist church, 
“to see a big business firm giving 
concrete assistance to all the folks 
in the community in which it is lo- 
cated.” 


> During the week-long sale both 
the advertising firm and Brown- 
Dunkin received hundreds of letters, 
telephone calls, and personal mes- 
sages from membership and friends 
of the various organizations to which 
donations went. 

In addition to moving mountains 
of merchandise, the promotion cre- 
ated tremendous goodwill for one of 
Tulsa’s oldest department stores. 

Literally thousands of people vis- 
ited the Brown-Dunkin store to 
make purchases and to tell the of- 
ficials and clerks alike that: 

“We want to help you so you can 
help us be good . . . for nothing!” 44 
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Give a Glamorous Introduction to Your Sales 
Messages with SORG’s PARCHTEX! 


Whatever the printed piece—letterhead, invitation, broadside, bro- 
chure—the classic beauty of Sorg’s Parchtex creates a mood of total 
admiration and approval. That’s why Parchtex puts an advertiser’s 
best foot forward. It gives his sales messages a glamorous background 
that assures a favorable first impression—so important in salesmanship. 


See Parchtex yourself! Examine its rich-textured, genuine parchment- 
Your Sorg distributor will be happy to 


like finish . . . test its ability to produce outstanding printed pieces by 
furnish you with Parchtex swatch books and nti 26 ’ ; 
with full-size sample sheets for press- °Y Printing process. Then use Sorg’s Parchtex for your next job that 
testing. Phone him today ! must have that extra-special look ! 


PANY + Middletown, Ohio — 


« Manufacturers and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO «+ BOSTON «+ DALLAS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX «+ LEATHER EMBOSSED COVER « PLATE FINISH »« EQUATOR INDEX BRISTOL « REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT « EQUATOR LEDGER + SORG'S BLOTTING «+ TENSALEX 
GRANITEX « PARCHTEX 
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A simple, single-sheet letter 
form makes it easy for the 
Grand Union Co., super- 
market chain, to take the 
pulse of the attitudes of its 
customers and be guided 
towards early corrective 
action. 


By Etna M. Kelley 


In the opinion of the management 
of Grand Union, supermarket chain, 
it is important to know what cus- 
tomers think of the company. A 
basic method of discovering such 
consumer reaction is through a let- 
ter program. An analysis of almost 
10,000 letters of suggestion received 
by the firm during a 24-month 
period reveals that the highest pro- 
portion, 12%, dealt with product 
suggestions: “Why don’t you carry 
this (or that) product (or brand, 
or size)?” and so on. 

In second place came comments 
on service, 8.6%, most of them 
criticisms. But these were offset by 
complimentary letters, 8%, many 
remarking favorably on Grand 
Union service. The type of mer- 
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chandise mentioned specifically most 
often was meat, with which 6% of 
the letters dealt. 

Each month, Grand Union’s presi- 
dent, Thomas C. Butler, finds on his 
desk such letters from customers, 
the number ranging from about 200 
to 600 or more, but usually in the 
250 to 500 range. The number is not 
large in proportion to the millions 
who shop at Grand Union’s 463 
stores, but their contribution is 
valuable in permitting management 
to keep its finger on the collective 
pulse of the customer. 


> The letters are written on post- 
age-paid self-mailer forms distrib- 
uted through all the chain’s units, 
including its stores in Puerto Rico. 
They are analyzed as they come in, 
and appropriate action is taken in 
each case. Some are answered per- 
sonally by President Butler. Others 
are referred to division managers, 
who, as a rule, discuss them with 
the store managers. Others go to 
merchandise managers. The greatest 
number goes to the Public Rela- 
tions Department for attention — 
that is, for digging into the facts and 
then providing proper answers for 
the writers. All are acknowledged. 

Each month’s total of letters is 
tabulated, geographically and by 


Customer 
Goodwill 


subject, which gives management a 
“how-we're doing” picture. The rec- 
ord is useful for comparison pur- 
poses. A sharp rise in letters re- 
ceived on one subject during a given 
month stands out on the tabulation 
sheet. If, upon investigation, an un- 
duly large proportion of the letters 
are shown to come from shoppers at 
a particular store, a weakness there 
may be uncovered and corrected. 

Most of the complimentary letters 
are sent to the Personnel Depart- 
ment, which sees to it that store 
managers and individual sales peo- 
ple singled out are notified of such 
favorable commendations. 


> Answering the letters takes up a 
considerable share of the time of 
Mrs. Marguerite Munro, of the 
Public Relations department. Some 
require only routine acknowledg- 
ment. But before proper replies can 
be written to some correspondents, 
Mrs. Munro may find it necessary to 
consult chemists, baking experts, the 
head of the legal department or 
others with special knowledge and 
experience. 

There’s little monotony in Mrs. 
Munro’s job, which is the equivalent 
of a continuing course in the psy- 
chology of the shopper. 

Some of the letters classed as 
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Du-Plex Onvelopes 
Are Best 
By Popular Choice 


Write For 
Samples Today! 


DU-PLEX 


ONVELOPE CORPORATION 


3026 Franklin Bivd., Chicago 12, Ill. 


BRODIE'S “FAMILIAR QUOTATIONS” 


A hitch in time may save 
you from losing your pants. 
PHYLLIS WARD 


The above quote simply means 

RESULTS WON'T BE FAILING 

IF YOU CONSULT BEFORE MAILING 
and, if you consult us, you'll get the benefit 
ef over 40 yeors of experience in MAILING 
SHORT-CUTS, with a very good 
knowledge of all the new Postal Laws and 
Regulations. While this might not save you 
from losing your pants, it might help from 
losing some of your buttons. 


VICE 
ADVERTISING sem ATED 


pultigrenhine ° Min ing °° Printl + mollies 
eogranh'ne iating 

adérowivg * Plate Cutting + Mechanics! Addressin@® 

Insertive mechines * Complete melt Comoe one 
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“Product Suggestions,” as well as 
those under the heading, “Out of 
Stock,” are surprisingly vehement. 
There’s also a category, “Out of 
Stock—Advertised,” meaning that 
the customer was unable to find or 
to buy an advertised item. There 
was the woman who demanded that 
Grand Union carry the “only” kind 
of food her cat liked. She was sent 
a letter saying that her request was 
being referred to the department 
which buys cat food. A couple of 
weeks later she wrote an indignant 
follow-up, saying, “Don’t think you 
can placate me with promises; you 
are still not carrying Brand X cat 
food.” 

One woman wrote a rather in- 
volved complaint to the effect that 
the company was placing its adver- 
tisements in one of three newspa- 
pers serving her area, but the one 
she considered the least desirable 
as a medium: “I drove (some little 
distance) to the newsstand to get a 
copy at nine in the morning, but 
the paper had not arrived. I went 
back at 11:30 and they were all sold 
out.” Such complaints are more 
likely to be voiced when advertise- 
ments carry coupons for price re- 
ductions or bonus stamps. 


> Here are some typical complaints 
and suggestions in capsule form: 


Trading Stamps ... “I bought 
$10.91 worth of groceries and the 
clerk did not give me my stamps.” 
The customer enclosed the check- 
out slip, but it was not from a Grand 
Union store. She was sent the 
stamps, but it was pointed out to 
her (tactfully) that the purchase 
slip had not been identified as one 
from the company. She wrote back, 
returning the stamps and apologiz- 
ing, saying that another member of 
the family had made the purchase 
and had been wrong in naming the 
store. 


Cake Mix ... “Half the cake was 
excellent, and half was rubbery.” 
Mrs. Munro checked with the com- 
pany’s own bakery department 
head, who said it was difficult to 
explain a cake failure without see- 
ing the cake, but gave three possible 
reasons for part turning out badly 
while the rest, made from the same 
ingredients, was a success. This in- 
formation was passed on to the 
shopper. 


Root Beer ... “Amazed at differ- 
ence in flavor. Did you change the 
formula?” Answer: New Govern- 
ment (NFDA) ruling bans the use 
of sarsaparilla as an additive. A 
search is on to find something else 


just as satisfying as a flavor, which 
will be permitted. 


Toilet Paper . . . “About six feet 
of a roll had no _ perforations.” 
Checking with the manufacturer 
evoked the explanation that the per- 
foration machine “skipped” for a 
fraction of a second. This was told 
to the customer, who was also sent 
several rolls of paper as a gift. 


Rose Bushes .. . “I paid $2.67 for 
a rose bush and it wasn’t any good. 
I went back to the store to complain 
and got nowhere, so I threatened to 
write to you, and they told me to go 
ahead.” Customer was sent a re- 
fund check for $2.67 and an apolo- 
getic letter, saying an effort would 
be made to avoid a similar occur- 
rence. The manager of the store 
where the incident occurred repri- 
manded the discourteous sales per- 
son. 


Orchid Paper Towels ... “I 
bought some orchid toilet tissue 
from you. Why don’t you sell orchid 
towels too?” Answer: “Presently 
there is insufficient demand for 
them. But if enough people request 
them, we will carry them.” 


Rest Room .. . “It isn’t clean.” 
Customer was thanked and told ac- 
tion would be taken. She later wrote 
her thanks, saying, “The rest room 
is now clean.” 


Truck Noises .. . “Your trucks are 
noisy when being loaded (or un- 
loaded).” Answer: “So far as pos- 
sible, we will correct this.” 


Lobster . . . A dissatisfied cus- 
tomer wrote, describing a lobster’s 
appearance. A chemist in the or- 
ganization recommended telling him 
that the mass he considered objec- 
tionable might have been the roe 
and the liver, called “tomalley,” 
which is green in color and is con- 
sidered a delicacy by gourmets. 


Morning Fred! Have a nice vacation? 





Torn Skirt .. . “I tore my skirt in 
your store. It cost $6.” Letter of 
apology and information that the 
complaint was being turned over to 
the insurance department for action. 


Shopping Carts ... “One (or any 
number up to fifteen or twenty) of 
your shopping carts has (have) 
been abandoned in front of my 
home (or in the parking lot of our 
place, or in the park, or street, 
etc.).” This is a prevalent problem 
of concern to all supermarket op- 
erators. By way of correcting it, the 
manager of Grand Union’s East Pat- 
erson store recently put out a sup- 
ply of mimeographed letters ad- 
dressed to “Dear Friend and Neigh- 
bor,” pointing out that on busy 
streets shopping carts are danger- 
ous to pedestrians and motorists, 
and on sidewalks children use them 
as playthings and may be injured. It 
was also pointed out that the store’s 
stock of carts was being depleted by 
the practice of taking them away, 
and that there might not be enough 
on hand, at times, for shoppers’ use, 
unless the practice ended. On the 
back of the form letter there was a 
diagram showing locations of seven 
new “cart parks,” conveniently situ- 
ated in the shopping center, where 
carts might be left by customers 
who have completed their shopping. 


> The only mass complaint Mrs. 
Munro remembers receiving came 
from eleven children, each of whom 
had filled in a form asking that iced 
soft drinks and Popsicles be carried 
in vending machines in one of the 
stores. 

Quite a few letters ask for in- 
formation on the location of Grand 
Union stores in other communities, 
because “we are going to move,” or 
“we are going away for our vaca- 
tion.” 

Then there are the seasonal letters 
about the “climate” of the stores— 
the air-conditioning makes it too 
cold, or not cold enough; and in win- 
ter the stores are “too cold” or “too 
warm,” which is to be expected, 
since people differ widely in their 
temperature responses. 

An unexpected twist is that the 
forms are sometimes used by store 
personnel. As an_ instance, the 
checkout staff of one of the older 
stores got together and bombarded 
the main office with complaints 
written on the forms, requesting 
air-conditioning. They did not know 
that the store had been scheduled 
for early replacement with a new 
air-conditioned unit. They got more 
than they asked for, but they were 
told that the forms were for cus- 
tomer use only. 


Then there was the store in a 
shopping center, where the center’s 
management asked that customers 
be requested to carry their bundles 
to their cars, rather than make use 
of the bag boys hired by Grand 
Union to load cars at the store en- 
trance. Representing themselves as 
customers, the boys used the forms 
to protest against this threatened 
curtailment of service. (The letters 
made flattering comments on the 
boys’ courtesy and efficiency.) Since 
the customers had come to expect 
the service, it was not eliminated, 
but the boys were informed that the 
letters were for the use of customers 
and not employes. 


> Grand Union has been using forms 
to invite customers’ comments for 
five years. The letter is ingeniously 
designed, folding up into a self- 
mailer, postage-paid envelope sim- 
ilar to that furnished by the Post 
Office for overseas air-mail letters. 
The letterhead side has at the top 
a short message from President But- 
ler, addressed to “Dear Customer.” 
The text is: 


“Please use the space below to give us 
your suggestions or criticism. We want 
you to be satisfied with the quality of our 
merchandise, our prices, our personnel and 
the way our stores are run. 

“This form is self-mailing and requires 
no postage. 

“Your suggestions will be sincerely ap- 
preciated.” 


The space for the writer’s use is 
ruled, and has as its salutation the 
name of President Butler and the 
firm name, so that the customer 
realizes she is writing to the head of 
the organization. At the foot of the 


page there is a note in a box, to the | 


customer, with blanks to be filled in 
telling the day, the time of day of 
the shopper’s visit to the store, and 


the location of the store. There are | 


also blanks for the shopper’s name 
and address. Finally, there is space 
for the store’s own use, with blanks 
for date and receipt, name of person 
or department to which the letter is 
referred, and “Action Taken.” 


> It is sometimes argued that in at- 
taining a high degree of efficiency, 
supermarkets have sacrificed the 
personal touch. Grand Union’s pol- 
icy of giving customers a chance to 
blow off steam, to express their 
gripes—in short, to communicate 
with management, takes some of the 
sting out of the impersonality of re- 
lations with shoppers. The ease with 
which the complaints may be voiced 
is in their favor; the customer needs 


no special stationery, no postage, | 
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and the envelope is already ad- 
dressed. 

From management’s point of view, 
the policy has a number of ad- 
vantages, some of them more or less 
incidental. Weaknesses — of indi- 
viduals, stores, suppliers — show up 
in the tabulations. The fact that 
criticisms and suggestions are in- 
vited tends to keep store personnel 
“on its toes.” But the letters also 
bring compliments, which shoppers 
might not otherwise think of offer- 
ing; and such recognition can be 
deeply appreciated by employes, es- 
pecially when tendered first to man- 
agement, then passed down the line. 

But above all, the letters give cus- 
tomers.a chance to express them- 
selves, and the mere expressing has 
therapeutic effect. Whether polite 
acknowledgments, apologies, ex- 
planations, action (“We're giving 
you a dozen eggs for the ones that 
were cracked”), the company’s 
method of handling complaints turns 
them into assets. 44 


Record Inventory Sheet 
Developed for Envelopes 


To ease inventory keeping, a rec- 
ord sheet for envelopes has been re- 
leased by Columbia Envelope Co., 
Melrose Park, Il. 

Designed in a horizontal layout on 
a standard 84x11” loose-leaf sheet 
the inventory sheet permits the user 
to list the previous order informa- 
tion, quantity on hand, a physical 
description of the stock, balance on 
hand and the amount of the re- 
order. 

Copies are available. 

. for more details circle 503, page 135 


New Layout Format Seen 
In Letter Mail-Vertiser 


A new idea in a mailing piece has 
been introduced in the “Letter Mail- 
Vertiser” by the Direct Mail Print- 
ing Co., New York. 

Designed in the letter format, the 
Letter Mail-Vertiser veers away 
from the standard form with the 


| addition of two innovations. It has 


a hinged-on reply card at the top 
of the letter and a die-cut slot in 


| the addressing area. The attached, 


but removable, reply card has the 
prospect’s name and address, plus 
sales copy, on one side; the selling 
company’s name and address on the 
other. When the letter is folded for 
mailing the reply card drops down 
to show the prospect’s mailing ad- 
dress through not only the die-cut 


slot in the letter but another slot 
in the matching envelope. In this 
way the user has only to type the 
prospect’s mailing address once on 
the card to have it also show on the 
letter head and envelope. 

The mailing piece is sent folded, 
inserted and sealed for addressing 
through the envelope slot. The letter 
can be printed on one or both sides. 

Prices, additional details and 
samples are available. 

+ for more details circle 504, page 135 


Marketing Guide Lists 
Prospects by the Millions 


National Business Lists, Chicago, 
has published a marketing guide to 
more than 3% million businesses 
and institutions. 

The guide provides current counts 
of mailing lists broken down by 
their U.S. government Standard In- 
dustrial Classification number. Com- 
pany names are compiled on IBM 
cards and, according to the publish- 
er, there are no duplications in the 
counts. State counts as well as 
counts by financial strength are 
available for the larger compila- 
tions. 

Copies of the guide are available. 

+ for more details circle 505, page 135 


New Automatic Collators 
Added to Cutler Line 


As a diversification move, Cutler 
Mail Chute Co. has added a com- 
plete new line of automatic collating 
and mail inserting equipment. 

The new Cutler equipment is de- 
signed for commercial printers and 
binderies, educational institutions, 
ad agencies, governmental offices 
and a variety of other establish- 
ments preparing and/or mailing 
large quantities of printed material. 

The inserter will collate material 
with assorted enclosures such as 
booklets, post cards or letters at 
speeds to 4,000 cycles per hour, into 
envelopes ranging in size from 
64%2x9” to 9x12”. 

Collator models nest signatures, 
gather sheet and collate booklets 
and single sheets at rates to 5,000 
cycles per hour. Other models col- 
late, stitch, fold and trim booklets 
with any number of pages and any 
type or weight of paper. 

Top loading of the new equipment 
permits continuous operation with- 
out stopping to load. Handling com- 
ponents function without recipro- 
cating motion, eliminating noise and 
reducing mechanical wear. Elec- 





tronic controls stop the machine and 
indicate source of error in the event 
of missing or double-sheeting. 
Additional information is avail- 
able from Cutler Mail Chute Co., 
Rochester, N.Y. 44 


Civil War Mail Series 
Gives First-Hand Account 


An exciting new possibility in the 
area of Centennial promotion tie-ins 
is the Civil War letter series intro- 
duced by Curtis Advertising Spe- 
cialty Co., Pittsburgh. 

The letters, delivered monthly, 
carry an authentic flavor as one 
Thaddeus W. Johnson views the 
events of the Civil War through the 
nonpartisan eyes of a war corre- 
spondent writing to his friends. 

The feeling of the “present time” 
instead of the past is so well carried 
out both by contents and form of 
the letters the reader is carried back 
into time in a way seldom possible 
with history books. 

Events are reported on in logical 
time sequence and include the firing 
on Fort Sumter, the death of Colo- 
nel Ellsworth, the first battle, the 
battle of Bull Run, etc. Each illus- 
trated letter is mailed from the lo- 
cation of the event reported and en- 
velopes are hand-addressed for au- 
thenticity. When the entire series 
has been mailed, the recipient will 
have an authentic capsule history of 
the entire Civil War. 

Prices for the letters are listed at 
35 to 50¢ per letter without postage. 
A specialty service including a us- 
able imprinted gift, reminiscent of 
the era, is also available as an op- 
tional feature. 

Samples and details are available. 

. for more details circle 506, page 135 


Sales Message Sponges 
Introduced as Mailers 


Silkscreened cellulose sponges as 
novelty mailers have been intro- 
duced by Superior Silk Screen 
Printing, Chicago. 

Presenting a sizable surface for 
message and artwork, the sponges 
are as thin as a piece of cardboard 
when dry, but swell to standard 
54” size when wet. 

They are available in sizes rang- 
ing from 34%2x2” to 542x3 1/3. Prices, 
per unit in 1,000 lot orders are listed 
at 13.9¢ for 342x2” units to 23¢ each 
for the largest size. All prices are 
based on two colors silkscreened 
on one side. Larger quantity prices 
are available. 

. for more details circle 507, page 135 
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So often, too little preparation goes into a preliminary but critical step in 
the preparation of a mail sales campaign—that instant of arrival! Will the 
message get through, or will the prospect never open and read it? 


Today, many highly successful mail marketers call that arrival moment 


the strategic step. They know success here, decides the fate of the 
whole campaign. 


To insure better results, experienced advertisers turn to Cupples-Hesse 
for envelope excitement—creative packaging! Cupples-Hesse has the 


design staff, the experience, the production engineers for this creative job 
in envelopes. 
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Call your 

local representative 
today for information. 
Consult yellow pages 
under “Envelopes”’ 
or “‘Tags."’ 


Cupples-Hesse Company 


Division of St. Regis Paper Company 


St. Louis 15 / Detroit 16 / Des Moines 13 
4100 N. Kingshighway 3633 Michigan Ave. 1655 E. Madison Ave. 
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Collection of Mugs . . 


- A selected list of agency and advertiser people got these 


mugs, one at a time, each carefully packed in a corrugated box, each making its own 
point. The last one, of Bob Hope, was the “‘kicker’’ in the series. 


FROM THE COMICS 


INTO DIRECT MAIL 


To call attention to 

the power of the funnies, 
Puck used a series of 
ceramic toby jugs based 
on familiar characters — 
including Bob Hope! 
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Newest direct mail campaign to 
attract attention in advertising cir- 
cles is the “Toby Jug” series sent 
out by Puck, The Comic Weekly. 

Borrowing a bit from the Dickens’ 
“Toby Mug” series, developed by 
Royal Dalton China, the Puck series 
includes replicas of five favorite 
comic characters, followed up by 
Bob Hope as the surprise kicker in 
the campaign. 


> The campaign consisted of six jug- 
head mailings, spaced two weeks 
apart, and featured the famous Sun- 
day comic characters Jiggs, Dag- 
wood, Snuffy Smith, The Phantom, 
and Beetle Bailey. 

Each jug contained a gift folder 
which also pointed up the selling 
potential of Puck and included some 
historical reference to the comic de- 
picted. A cartoon drawing of the 
character represented in the jug 


gave the reader a hint of the next 
mailing. 

J. Hugh E. Davis, General Man- 
ager Puck, explained that the final 
Bop Hope jug was put in as a “sur- 
priser.” Copy read in part, “Why do 
I get in the act? Just to remind you 
that even though television’s audi- 
ence is tremendous, nothing on tv 
gets the great big rating all over 
America as does the Sunday Com- 
ics — particularly Puck.” 

According to Mr. Davis, Puck re- 
ceived many letters commenting 
favorably on the promotion, backing 
up Puck’s feeling that the mailings 
would heighten awareness and in- 
terest in the Sunday comics. 

At last report, the Toby jugs were 
being put to use as planters, pencil 
containers, and pretzel holders. 

The Toby jugs were produced by 
Joseph Charles Hoover Inc., Phila- 
delphia. 44 
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A guide to the 
types of these 
popular and versatile 
signs of many uses. 


When an adman orders a thou- 
sand decals for use in a client’s pro- 
motion, he is guaranteed the end 
result of what it would take a thou- 
sand brush-wielding, first-class 
artists to accomplish . . . that is, a 
colorful, permanent array of ad 
messages spread across the market 
area, on store doors, back-bars, 
showcases, delivery trucks, sales- 
men’s cars, and other free-space 
locations. 

Regardless of the kind of decal 
used there is an ever-growing range 
of them available for special ap- 
plications. They all have the unique 
advantage of taking on the printed- 
on look after they are applied. This 
basic difference in appearance is 
what separates decals from labels, 
emblems, and self-adhering signs, 
at least in the visual sense. 


> Technically, decals are scientific- 
ally constructed of special inks and 
printed on a temporary backing 
sheet. When the decal is trans- 
ferred — either by using water or, 
as is done with the newer type dry- 
decals, by following a simple strip- 
ping procedure — the “pure” decal 
appears to become a permanent part 
of the mounting surface. 

Actually, the word decal has come 
to be loosely applied to just about 
every type of emblem imaginable, 
although to those in the decal in- 
dustry it means a printed design, 
produced of special inks, and built 
in layers on particular types of 


This article has been especially prepared 
for us by the Certified Decal Manufac- 
turers Committee of the Screen Process 
Printing Association International. 


gum-coated paper. 

In recent years, the development 
of adhesive-backed emblems of 
plastic sheetings like vinyl, acetate, 
and Dupont’s Mylar, has made it 
possible to produce promotional 
markings that are colorful and dur- 
able, like regular decals, although 
they do present a different finished 
appearance after mounting. Here 
again, the visual difference between 
decals and this type of emblem, 
after mounting, plays a large part 
in deciding whether your client is 
best served with an emblem or a 
decal. 


> Broadly speaking, an advertiser 
today can take his choice of one or 
more of the following: 


1. Self-adhering emblems, made of 
adhesive-backed vinyl, acetate, 
paper, Mylar, or other specialized 
materials. 


2. Water-applied decals or varnish- 
applied decals, selected from a wide 
choice of constructions. 


3. Waterless decals that are 
mounted dry and present the same 
‘printed-on’ look as ‘wet’ decals. 


Certainly, there are valid reasons 
why one type is preferred over an- 
other for special uses. Keeping in 
mind the differences between decals 
and emblems, let’s examine some 
case histories that should speak for 
themselves in briefly pointing out 
why one type was chosen over an- 
other. 


@ While making a regular sales call 
on a grocery store, a salesman for a 


- +» continued on p. 76 


WHAT YOU SHOULD KNOW ABOUT 


FACE-UP SLIDE-OFF 


en. 


FACE-DOWN 


DUPLEX & OPEN LETTER 


Three of the many kinds of decals which 
are currently available. 
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No Painting! 
FasCal Truck Signs Cut Costs... 


Save Wesley’s $31 to $60 Per 
Truck Versus Painting 


If your company operates more than 10 
vehicles, you can make big savings by replac- 
ing costly hand painting with attractive, 
durable FasCal signs that take only minutes 
to install . . . last for years. Can be made 
up in tough vinyl, gleaming “chrome” or 
transparent materials. 


. Combination Contest Blank — Oil Filter Sticker 
Send For Free Sample Kit eee Here’s a terrific sales promotion idea! Sticker is tipped- 


see how versatile FasCal is. For testing sam- on oil filter boxes at the factory by peeling off the 

! d “how-to” inf ti ian tod narrow strip of backing paper. Station attendant peels 
pas an ated CSIRO, WEE ay. off the rest of the backing paper (printed as a contest 
profitable market, Fasson will send you entry blank), applies refill sticker to the door frame, 
samples, folders and FasCal prices. Write and sends the contest blank to the factory. 


today. 
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New Easy-Off Comes Off Cleanly 


Eye-catching traffic builders get a welcome reception 
when made of Fasson’s new Easy-Off Plastic Sign mate- 
rial. They go on in seconds without water, glue or tape. 
Stay fresh looking, too . . . they’re vinyl. 


New Transfer Tape Makes Anything Self-Adhesive 


Temporary point-of-purchase signs can now have self- 
adhesive convenience at a fraction of the usual cost. 
Apply a strip of Fasson Transfer Tape . . . peel it off 
again. Pressure-sensitive adhesive is now on the sign 
ready to stick wherever you want it. Transfer tape appli- 
cation machines available at low cost. You'll find a 
thousand uses for Fasson Transfer Tape. 


Off it comes . . . quickly, cleanly. No sticky adhesive 
traces to irritate store owners. Perfect for special pro- 
motion truck and car signs too. Vinyl Easy-Off costs 
little more than self-adhesive papers. 


3-Year Old Fasson Stickers Still Peel Clean As A Whistle 


Had sad experiences with self-adhesive backing paper 
that wouldn’t peel off? Then look at these Fasson 


stickers. They’re three years old, yet backing peels 
off like new. 


Longer shelf life is just one of many advantages you get 
with Fasson . .. the best in self-adhesive materials. 


Send for free Fasson samples and literature today. 


ELA Ta 


Dept. E 


Fasson Products 


An Avery Company 


e 250 Chester Street °* Painesville, Ohio 


Makers of Self-Adhesive Papers « Foils « Films * for Converters 
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How ied 
Water needed 


emblems hesive-backed 


large flour producer arranges to 
put a point-of-purchase decal on 
the front door of the store. Until 
recently, this salesman would have 
had to hunt up some water and 
provide himself with sponges or 
cloths. Now he can make use of the 
new type of dry decals that require 
no water. 

He merely slips the decal out of 
his briefcase, easily strips off the 
tissue-like paper that covers the 
sticky-adhesive side of the decal, 
places the design in position on the 
glass, gently rubs, it down. A 
moment later, he peels away the 
backing sheet and he is done. No 
water, no mess, only. a few seconds 
to complete the job. A sales builder 
is put to work that will last until 
it is deliberately removed, and, 
most important, this type of ‘dry 
decal’ has the all-important ‘printed- 
on’ look that does the job right. 

It is possible that one of the self- 
adhering film type emblems could 
have been used for this store door 
marking. However, the decal used 
was circular in shape (decals re- 
quire no die-cutting . . . the desired 
shape is printed when the decal is 
made, and the decal assumes this 
shape when the backing paper is 
removed). This particular decal was 
also produced in a combination of 
size, colors, and quantities that 
would have made a film-base em- 
blem more expensive. (More on this 
later.) 


® A manufacturer of appliances, 
faced with the problem of putting 
his trademark and operational in- 
structions on his line of metal units, 
solves his problem with water-ap- 
plied decals. Quickly applied by 
girls already working on his pro- 
duction line, the water decals are 
easily positioned, thanks to the 
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Types and Properties of Decals 
Main Advantages 


1. Easy to position 
2. Often most economical 


1. Point-of-purchase (store window, back 
bar, showcases) 


3. Can be applied face up or face down 2. Car windows (license, promotions, park- 


4. No die-cutting 
5. Looks printed on 


ing control) 
3. Decorating or identifying 
4. Vehicle markings 


1, Often labor-saving, especially in p.c.p. Same as above 


2. Looks printed on 
3. No die-cutting 


1. Good durability outdoors 
2. Good adhesion 

3. Same cost as water decals 
4. Looks printed on 


1, Easy to apply 
2. Can be die-cut 


water soluble gum that allows the 
decal to slide around for several 
seconds. This positioning advantage 
can be vital when perfect alinement 
is required. With self-adhering em- 
blems or dry decals, it is usually 
necessary to place them exactly 
right the first time, or go into ap- 
plication methods that defeats the 


advantage of the self-adhesive de- 
vice. 


e An oil distributor decides to have 
his servicemen apply vinyl self- 
adhering emblems to each home 
heating unit, showing the distribu- 
tor’s name, address, phone number, 
and trademark. Ease of application 
was important or the serviceman 
might not have bothered to apply 
this important business-getting mes- 
sage. A comparison was made of 
costs of dry decals and self-adher- 
ing emblems. In this instance, the 
vinyl type of emblem offered a bet- 
ter price. 


© A dairy owner, with a large fleet 
of trucks, was faced with the prob- 
lem of reproducing his established 
trademark on each truck. The de- 
sign showed a five-foot cartoon 
character of a youngster dressed in 
Dutch clothes, done in nine colors. 


Obviously, hand-painting would 
have been too expensive. Varnish- 
applied, duplex decals were selected. 
Main reason: this type of decal 
would give the desired durability, 
and each truck would carry out the 
company theme in an attractive 
manner, complete with the quality, 
printed-on look. In this case, com- 
parative costs between emblems and 
decals was not considered a vital 
factor. 


> It should be noted that the water- 
applied type of decal is still the 


1. Large markings for vehicles and equip- 
ment 

2. Open letter designs 

3. Unusual mounting surface 


1. Vehicle & equipment marking 
2. Nameplates, control panels, decoration 


workhorse of the decal industry, 
and, in many instances, has definite 
advantages over dry-decals and 
self-adhering emblems. For ex- 
ample, even though dry decals and 
self-adhering emblems may be more 
convenient in application, they can- 
not be made to apply face-up and 
face-down, as can be done with a 
single, dual-purpose, water decal. 
This becomes important when an 
advertiser wants to use the same 
decal for the inside of dealers store 
windows and the outside of dealer 
trucks. 

Actually, the decal industry, each 
year, is increasing the production of 
self-adhering emblems as well as 
water-applied and _ self-adhering 
decals. All three types have a def- 
inite place in the decal market. 
Decal manufacturers have long pro- 
duced specially constructed decals 
to do a particular job: i.e. face-up, 
water slide-off decals face- 
down, water slide-off decals . 
face-down, varnish-applied duplex 
decals . . . open-letter duplex de- 
cals . . . two-sided, store-door decals 
. .. solvent-applied decals for wrin- 
kle finish . . . to list only some of the 
major types. Thus the dry decals 
and _ self-adhering emblems, al- 
though important developments, 
really supplement the tested and 
proven uses of regular decals. 


> To better understand the wide 
range of decals and emblems avail- 
able today, the buyer or user of 
this material should look closely at 
the reference chart of comparisons, 
shown here. Finally, a consultation 
with a competent decal manufactur- 
er would be in order; once he under- 
stands your requirements, partic- 
ularly the desired end use and 
method of application, he can make 
suitable recommendations. 44 





willy 


ee kleen-stik pressure-sensitive 


TWO-SIDED TAPES 


Instantly Convert Any Printed Piece Into A Complete, Self-Sticking P.O.P. Display 


Versatile Kleen-Stik Transfer Tapes get your selling Leading Advertisers Use Kleen-Stik for 1001 
points up at the Point of Purchase the sure, P.O.P. Applications 

easy way. Preferred by dealers because of their c 

peel-and-press application — so more displays o Sean See * Ret ee 

get used .. . do more selling for you. * 3-D Displays ® Slide-Stiks 
Economically applied by your printer as part of ® Flange Displays © Package Stick-ons 

his process. Let moistureless, self-sticking 
Kleen-Stik displays point the way to bigger sales. 


. and many more 
2 Types meet every need 
e DD” Tape — multi-purpose economy tape for all 


light-weight uses 


®@ Dubl-Stik — special heavy-duty adhesive holds heavier 
displays of cardboard, plastic, wood, etc. 


* ss . See your regular printer, lithographer or silk screener . . . 
7300 West Wilson Avenue Chicago 31, Illinois os deat 
Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP 
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Make 
the 


flashlight 


SEE FOR YOURSELF! Your \ow cost highway ‘“‘tacker’’ signs can 
now sell harder, sell longer—reach 50% more motorists than ever before. 
Simply reflectorize with ‘‘Codit’’ Reflective Liquid. Voila! Your signs are 
selling all night. And at less cost per reader than last year’s daytime—only 
signs. See for yourself. Send for free miniature signs of ‘‘Codit’’ Reflective 


Liguid—and make the flashlight test right 
at your desk. Details on next page... 


® REFLECTIVE 
LIQUID 


Copl 





Saleswise, advertisers are finding 
more of their signs being used since 
switching to American Decal pres- 
sure sensitives. Salesmen put up 
attractive spot signs in seconds with- 
out mess. Dealers themselves will put 
them up without hesitancy. Durable 
and colorful pressure sensitive val- 
ances and truck signs also available. 
American Decal signs attract your 
customers attention where it counts 
most... at the place your product 
can be purchased. Request FREE 
samples and details today. 


AMERICAN DECALCOMANIA 
Company 


4344 West Fifth Avenue Chicago 24, Illinois 


Mfg. plants: Cleveland; N.Y.; Windsor, 
Ontarie, Canada. Offices: All principal cities. 
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TO MOVE SALES UP... 


GET MORE SIGNS UP 


with AMERICAN DECAL 
PERMANENT TYPE 


PRESSURE SENSITIVE 


AMERICAN DECAL. COMPANY 
4344 West Fifth Avenue 
Chicago 24, Illinois 


Send details and samples of American 
Pressure Sensitive signs. 


Company. 
Name 





Color and Size Range 
improved in Plexiglas 


The addition of eight new outdoor 
colors and two new sizes in Plexi- 
glas acrylic plastics sheet has been 
announced by Rohm & Haas Co., 
Philadelphia. 

The new standard cast sizes meas- 
ure 8x12’ and 84x12’. Both are 
available in standard colors as well 
as in the colorless transparent form 
in a thickness range of 0.125” 
through 0.500’. 

The new colors are available as 
standard colors in the most widely 
used sheet sizes or as custom colors 
in the company’s full range of sheet 
sizes including the new extra-large 
sheet sizes. All of the new colors 
are for outdoor use and considered 
stable enough to withstand long ex- 
posure to the elements without fad- 
ing. 

Sample chips of Plexiglas in the 
new colors and information on the 
new size sheets can be obtained 
from Rohm & Haas Co., Plastics 
Dept., Washington Square, Phila- 
delphia 5. 44 


Mulholland-Harper 
Shows Plastic Sign Line 


A new four-color brochure on 
illuminated outdoor and _ indoor 
plastic signs has been released by 
Mulholland-Harper Co., Philadel- 
phia. 

In addition to listing the advan- 
tages of illuminated plastic signs, 
the brochure describes the con- 
struction features plus the lighting 
technique and design possibilities of 
Mulholland-Harper standard and 
custom plastic signs. 

Copies are available. 

- for more details circle 508, page 135 


Lowcost Lettering Kit 
Developed for Stores 


A new kit, providing fast, low cost 
lettering for instore or store window 
signs was recently announced by 
Odor-Aire Inc., Wichita. 

Produced mainly for food depart- 
ment and variety store managers, 
the Shoco sign kits include all the 
letters of the alphabet plus numeri- 
cal figures 0 through 9, compart- 
mentalized in a portable wooden or 
cardboard case. 

The user arranges these letters 
and numerals on his sign back- 
ground, then sprays ink over the 
lettering. This leaves letter outlines 





against the background when the 
figures are removed. The kit also 
provides aerosol containers of fast- 
drying inks in red, blue, yellow and 
green. 

Complete details on prices and kit 
sizes can be obtained from Odor- 
Aire Inc., c/o Shoco Div., Wichita, 
Kan. 44 


Sign Mounting Equipment 
Described in Fact Folder 


The variety of standard sign 
mounting equipment available to 
sign users is well illustrated in a 
detailed folder of drawings from 
Automatic Devices Inc., Maryland 
Heights, Mo. 

Over 15 different types of devices 
for various types of signs are shown 
and described as a representative 
selection of the company’s line of 
standard or in stock units. 

The folder also explains its “silent 
service” clamp which is plastic- 
bonded to prevent erosion which in 


turn causes rasping or squeaking 
sounds caused by steel grating on 
steel. 

The Automatic Devices folder also 
describes some of its facilities for 
customer-made sign mounting 
equipment and its special packag- 
ing service when shipping the 
equipment. 

- for more details circle 509, page 135 


MORTS SODA 
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LOW COST SIGNS THAT SELL ALL NIGHT! Signs of “‘Codit”’ 
Reflective Liquid stand out brilliantly in headlight beams...75 times 
brighter than paint! You get 50% more readership. Plus greater impact. 
All at a practical price for your economy sign budget. Send for more facts 
plus free miniature signs—and make a test that will open your eyes! Write 
3M, Dept. RCQ-51, St. Paul, Minn. ° REFLECTIVE 


LIQUID 


2S) S| 
OT Sa aM TUS TLUS 


ae 
pu ych Order this FREE 


Color Catalog TODAY! 


Illustrates OAK's exclusive 2-color and 


complete coverage advertising imprints. 


NEW for ‘61 


* World Globe Balloons 
* Bowling Ball Balloons 
* Photo Balloons 


* Miniature Sports 
Balls 


* Beach Balls 


Write for Complete Information on 


PUNCH-O-BALLS 
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PREMIUM QUALITY 


DECALS 


dependable .. . 


DESIGN QUALITY, 
SPECIFICATION 
& DELIVERY 


... with economy 


W. N. FRASER CO. 


1627 LOCUST ST. ST. LOUIS 3, MO. 
Member CDM SPPA 


Yeas aL 


TNT Rami V2, 1 a) 


FOR 90 YEA 


= re BER AED IN POINT-OF-PURCHASE RTISING. 
ENT PRESSURE SENSITIVE |WATER- 
cess) TYPES AND WATER APPLIED TYPES TOO. 


SOME SALES TERRITORIES OPEN-COMPLETE DESIGN SERVICE 


DNC ae er 


DECALCOMANIA COMPANY 
FOR QUALITY WORK ON 


Whether you need waterless pressure-sensi- 

tive decals or other Kleen-Stik items. Our silk 

screening is superior. Creative and production 

facilities. Send now for free samples, estimate. 

SCREEN PROCESS PRINTING COMPANY 
P. O. BOX 948, WICHITA 1, KANSAS 


SEE KLEEN-STIK AD 
GE 5 


NEW FINEST DECALS EVER MADE 


RUBBERCAL® (plostic decal) is permanent, waterproof, tough. 
Easiest applied — without woter in any weather. Best indoor, out 
door emblems. More economical. Write for samples. Mode only by 


MULTI-COLOR PROCESS CO. ss Box 11033, Toles, Okla. 


“DECALS 


SMALL JOB SPECIALISTS 
Lots of 1000 — 2000 — 5000 
DESIGNERS & MANUFACTURERS 
LABELS & DECALS Inc. 
4678 Cortland, Chicago, Illinois 


Complete StockseWhiteeColors 
FieeteGangeeTackense hdc ideonse FREE 
Plate ® Real Esta 

trol © Circles @ 71 SHIPMENTS oasee ties List 


The Yarder Manufacturing Co. 
720 Phillips Avenue © Toledo as Ohie 


ALLIED DECALS, inc. 
the mdustry's most modern plant. 
Dept. 32 « 20700 Miles 
Cleveland 28, Ohio 


Send for FREE 
“IDEA FOLDER" 
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Dry Decal Brochures 
Available for Files 


Two new brochures showing the 
advantages of waterless, self-adhe- 
sive decals have been released by 
well-known manufacturers. 


Meyercord 
Dri-Mark 


A picture brochure 
from the Meyer- 
cord Co. features 
the newest examples of point-of- 
purchase Dri-Mark decals, pres- 
sure-sensitive units that require no 
water. 

In addition to explaining the bene- 
fits of using them, the Meyercord 


Examples by Meyercord . . . New bro- 
chure from the Meyercord Co. features 
“what's new” in Dri-Mark, self-adhesive 
decals. 


brochure explains the value of Col- 
or-Gard, the new protective coating 
put on the decals. 

+ for more details circle 510, page 135 


I need extra cash for my vacation. 


Metalized 
Sell-O-Cals 


Screen Process 
Printing Co. de- 
scribes the advan- 
tages of its dry decals with a lus- 
trous metal look. Sell-O-Cals are 
reported to be weatherproof, scrub- 
bable and proof against fading, 
cracking, peeling, etc. 

The brochure also shows samples 
of dry decals screenprocessed on 
tough vinyl film. 

. for more details circle 511, page 135 


Vacuum-Formed Butyrate 
Produced in Two Colors 


A new process for vacuum-form- 
ing two color outdoor signs has been 
introduced by Eastman Chemical 
Products Inc. 

Using butyrate sheeting, the two- 
color signs are produced by lam- 
inating a thin layer of one color 
onto a heavy layer of another color. 
After the sheet has been formed 
into a sign panel or element with 
the thin layer on the front, the 
color of the heavy layer is exposed 
by sanding away the thin layer 
from certain raised areas of the sign 
face. 

Product names, logos, trademarks, 
etc., can be made to stand out in a 
different color with this process by 
simply including the die of the in- 
dividual numbers or letters in the 
vacuum-forming operation. 

The benefits of contrasting color, 
which extends clear to the base of 
the sign, include the elimination 
of flaking, chipping and fading. 
Translucent qualities of the material 
permit back-lighting for long-dis- 
tance visibility. 

Complete information is available 
from Eastman Chemical Products 
Inc., subsidiary of Eastman Kodak 
Co., 260 Madison Av., New York. 44 


Fototype Inc. Offers 
Type Specimen Book 


A new 68-page specimen book has 
been prepared by Fototype Inc., 
Chicago, illustrating over 300 type 
styles and sizes the company now 
makes available in pre-printed, pre- 
trimmed “set-it-yourself” alphabets. 

Also included in the book is a 
sprinkling of informational para- 
graphs offering pointers on type se- 
lection, layout and paste-up pro- 
cedures. 

Copies of the specimen book are 
available. 

+» for more details circle 512, page 135 





AS YOU 

CAN SEE, 
FOLDING COMES 
EASY 
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...» MEAD-WHEELWRIGHT POTOMAC COVER! 


This is a demonstration of Mead- 
Wheelwright POTOMAC COVER, a grade 
that reproduces full color process or 
black-and-white printing with exacting 
fidelity by lithography or letterpress. 
Its excellent bulk and fine formation 
afford the strength necessary for 
proper folding, scoring, die-cutting or 
embossing. The ideal choice for annual 
reports, catalogs, portfolios, manuals, 
menus. Available in White plus twelve 
exciting colors through your Mead- 
Wheelwright Merchant. Specify Mead 
and choose from the world’s broadest 
line of fine printing papers! you GET 
MORE FROM MEAD... the moving force in 
Paper and Packaging. 


Mead Papers, Inc., a subsidiary of 
Lithographed on Mead-Wheelwright POTOMAC COVER, White, 80 Ib. The Mead Corporation, Dayton 2, Ohio 





P.O.P. Portfolio 


COMES TO DISPLAYW 


Window Display . . . An imagina- 
tive treatment of giant, brilliant- 
ly-colored butterflies, netting and 
gold lettering spring into shoe 
selling in this window display. 
Display materials are provided by 
Brown Shoe Co., St. Louis, sent 
to Air Step dealers with sugges- 
tions on creating a high-fashion 
window display with a_ Fifth 
Avenue flair. 


There are many ways to bring the freshness of spring 


to retail promotion, and p.o.p. is one of them. 


Point-of-Purchase . . . ‘‘Sunbrella”’ 
p.o.p. display unit heralds the 
beach season. Self-selection rack 
holds 6 to 8 dozen swimsuits 
Table form above rack can be 
used for swimsuit forms or beach 
accessory displays. Unit is sold to 
dealers by Rose Marie Reid, Van 
Nuys, Cal. It bears no brand 
identity other than company sym- 
bol of roses on the parasol. 


SPANISH 
GERANIUM 
LANVIN 


Counter Unit . . . Spanish Gero- 
nium scent gives Lanvin Parfums 
Inc. an appropriate tie-in for 
seasonal counter display. Artificial 
geraniums are made of wire, in- 
jection molded plastic, styrofoam 
and _ foil-covered tile. Portable 
unit was designed and produced 
for Lanvin by Thomson-Leeds Co., 
New York. Lanvin shipped it in 
time for spring promotions. 
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typography 
experts 
achieve 
the sharpest, 
clearest, 
most exacting 
definition possible 
on high-opacity 


RELYON 


REPRODUCTION PAPERS 


The quality of a repro proof is fin- 
est-on high-opacity Relyon, the 
reproduction paper that always 
delivers the clean, exacting, flaw- 
‘ less definition {7595 require.” . . 
for it, 090.‘ ee a 

IF YOU WOULD LIKE SOME TEST 


SAMPLES FOR YOUR TYPOGRAPHER, 
WRITE DEPT. ASSP... 
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“LUDLOW, PAPERS . 
Ww Massachusetts 


Bin Display . . . Coming picnic and 
barbecue season is reflected in this 
colorful half-round corrugated floor 
stand. Unit is lithographed to resemble 
barbecue pit in a picnic area; keeps 
product in easy reach for impulse selec- 
tion. Stand was produced for R.T. 
French Co. by Schmidt Lithograph, San 
Francisco 


Bridal Display . . . Towle Silversmith 
unit shows six styles of silverware in one 
compact unit that can be displayed in 
window or counter space. Bridal display 
is one of three, with other two fea- 
turing Fall and Christmas themes. Deal- 
ers must purchase all three displays as 
a unit to carry out year-round promo- 
tion. 





Gothics 


By Alexander S. Lawson 


Typographers who have followed 
current styles in advertising typog- 
raphy have been aware of the con- 
tinuing—and still expanding—pop- 
ularity of the gothic types. Since 
type founders and composing ma- 
chine manufacturers have both nur- 
tured this interest, it is difficult to 
determine exactly which group— 
the typographers or the suppliers— 
is responsible for the gothic upsurge. 

Evidence of the suppliers’ adapt- 
ability in remaining abreast of de- 
velopments was presented about five 
years ago when the old stand-by, 
News Gothic (first designed for 
American Type Founders by Morris 
Benton in 1908, and later produced 
by Lanston Monotype) was adapted 
by the slug machine firms. With the 
type thus available, its use increased 
and the inevitable “family” charac- 
teristic of a nun:ber of popular type 
forms was begun. 

In its original design News Goth- 
ic was a medium weight letter, with 
three variations of width—regular, 
condensed, and extra-condensed. A 
boldface has now been added, fol- 
lowed by an extended version, in 
both medium and bold. A notable 
deficiency in this family picture—an 
italic—has been supplid by Ludlow 
in its Record Gothic Condensed 
series designed by R. Hunter Mid- 
dleton. Undoubtedly further addi- 
tions already under way will enlarge 
the scope of the News Gothic de- 
signs. 


> A glance through any type speci- 
men book will disclose the fact that 
gothic letters are already profusely 


News Gothic Bold 


The gothic typefaces are not new, and yet 
there is a resurgence of new gothics being offered. 
What are the reasons and why the growing popularity of this family? 


available under a wide variety of 
names and numbers, and have been 
for the past hundred years or so. 
Why then, is it necessary to con- 
tinue their production? Careful ex- 
amination of the types themselves 
will supply a partial answer to this 
question. The form of the gothic 
letter was originally an adaptation 
from a standard roman character. 
Since this occurred in the mid-19th 
century at a time when esthetic ap- 
preciation of letter-form was at a 
low point, the older gothics are un- 
satisfactory when viewed by today’s 
standards. 

When the composing machines 
were first introduced some sixty 
years ago, a great deal of effort was 


put into the production of types 
with which to compete with the type 
foundries—an activity which pro- 
longed the life of the earlier gothic 
forms. But now with a few excep- 
tions (such as Franklin Gothic and 
the Alternate Gothics) these types 
have been gradually discarded. In 
this discussion, concerned primar- 
ily with display types, the workaday 
card gothics—Copperplate, Bank, 
Lining Plate, etc—are not being 
considered in spite of their long 
and useful life in job printing. 
The interest in revivals of the 
classic designs took place about 1910 
when Morris Benton adapted Bo- 
doni, followed by Cloister and Gara- 
mond. These revivals have undoubt- 


Folio Medium Extended 
Folio Medium Extended 


Folio Medium Extended 


Summer is Delightful in Florida 
Greece and a Modern Sculpture 


MECHANICAL PRODUCTION 


Venus Medium Extended 


STRONG LINE 45 
Shown for display 
in modern papers 


Record Gothic Bold Extended 


Graphic Arts © 85 





edly had a great deal to do with 
raising standards and creating inter- 
est in good letterform. In any case, 
Benton’s News Gothic, which was 
followed closely by Lightline Goth- 
ic, appearing simultaneously with 
this revival, did not arouse much 
enthusiasm. 

During the Twenties the gothics 
were superseded almost completely 
by the sans serifs which stemmed 
from the Bauhaus experiments in 
Germany. In this movement, the 
functional appearace of the goth- 
ics attracted a number of design- 
ers, such as the architect Paul Ren- 
ner, the type designer Rudolph 
Koch, and the artisan Eric Gill, all 
of whom produced a re-design of 
the gothic form which was consid- 
erably better proportioned than the 
original. 


> The types which emerged from 
this period are still widely used for 
all kinds of printing, and are famil- 
iar under such names as Futura, 
Spartan, Tempo, and Twentieth 
Century. To those who have a de- 
veloped consciousness of good let- 
terform, it is a simple matter to 
identify these sans serifs from the 
gothics. Primarily the difference is 
in the weight of stroke, which in the 
modern sans serifs is almost com- 


pletely monotone, while the gothic 
retains a slight variation of thick 
and thin, as in the roman models 
from which it derived. In addition, 
the gothic forms of lowercase “a” 
and “g” generally remain identical 
to their roman counterparts. This is 
not the case with the sans serifs. 

In the post-World War II typo- 
graphic scene a search for variations 
in the sans serif display faces 
brought about a remarkable revival 
of gothic types which had been dis- 
carded for over forty years. This 
revival was first noticeable with the 
popularity of extended gothics from 
Europe, such as Venus and Annonce 
Grotesque. It was quickly followed 
by Franklin Gothic Wide in this 
country, and even spread to ex- 
tended heavy-weight versions of the 
sans serifs. Since the Venus group 
was already available in a variety 
of weights and widths it was quick- 
ly a best-selling type and is still 
very much in evidence. 

The attention brought to the 
heretofore discredited gothics fo- 
cused the attention of typographers 
on other versions in the same genre, 
with the result that News Gothic 
was recognized as being one of the 
best designed of all the early forms. 
However, a new problem now arose. 
The great variety of weights intro- 


EYNOLDS TOBACCO COMPANY has, for years, enjoyed a Ih 
of a highly competitive market. Fittingly, the quality and good 
products is also apparent in the company's letterhead on Strat 

.. its crisp, substantial feel reflecting the character of the 
along with every message it conveys. 
p and more companies are becoming aware of the role their, 
d paper plays in projecting a corporate image of quality. Incre 
choice is from the wide variety by Strathmore. 


STRATHMORE 


MAKERS OF FINE PAPERS 
Strathmore Paper Co., West Springfield, Mass. 
BETTER PAPERS ARE MADE WITH CG 
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Recta Roman Medium 


Musical Society 
Fashion House 


EXPERIMENT 


Standard Extended 
The parent design of Trade Gothic 
may well be described as the plain 


American form in contrast to the 
Trade Gothic 


TURNING POINT 
number sixteen 


Annonce Grotesque 


duced by the sans serifs induced a 
dependence by designers upon a 
wealth of variety which was not 
present in News Gothic. 


> The pendulum of acceptance by 
designers, particularly those en- 
gaged in advertising typography, 
now swung to another European 
type called Standard, first produced 
in 1898 by the Berthold foundry in 
Germany. Standard has five weights 
from light to extra-bold, plus con- 


wm | densed and extended widths. Un- 
| questionably a trend was in the 
'| making. Other manufacturers now 
| had the problem of enlarging their 


own offerings into this complete 
family group which had first been 
made popular by Cheltenham and 
more recently by the modern sans 
serifs. 

It became apparent, a relatively 
short time ago, that the old-line 


| gothics would not lend themselves 
» | to such an extension. For one thing, 
| the italic form had always been rare 
| in gothic types until the Futuras 
| paved the way with their oblique, or 
| leaning romans. These in turn, due 
»,| to their similarity to the upright 
»| form, undoubtedly 


inspired the 
growth of the weight variations in 


_ order to provide emphasis. 


Again, the excellent design of the 
Futuras precluded the acceptance 


| of the relatively weak structure of 
| many of the gothics. Founders, then, 


were faced with several alternatives. 
The first was to add to their exist- 
ing series; the second was to re-de- 
sign; the last was to make a fresh 
start and create a new type because 


| it was evident that designers were 
| growing increasingly more appreci- 
| ative of type forms. 


> During the past few years the ex- 





hibitions of such groups as the 
American Institute of Graphic Arts, 
the Type Directors Club of New 
York, the Society of Typographic 
Arts (Chicago), the Society of 
Typographic Designers of Canada, 
and others, have demonstrated 
beyond question that the gothics 
are the dominant form in display 
advertising. Since typefounders 
must satisfy stockholders, it is nat- 
ural that they should continue to 
cater to what appears to be over- 
whelming demand, and _ perhaps 
even to nudge it along a bit. 

Thus, it is not at all surprising 
to note that several foundries have 
embarked on the last alternative 
listed above—that of producing an 
entirely new group of gothic types. 

From the Bauer foundry of Ger- 
many there comes Folio, designed 
by K. F. Bauer and Walter Baum. 
At present available only in Me- 
dium Extended, with an accom- 
panying italic, Folio will be filled 
out into a number of series. The 
Italian foundry Nebiolo has pre- 
pared for distribution a series en- 
titled Recta, by the popular Italian 
type designer, Aldo Novarese. Recta 
will eventually consist of almost 
two dozen variations. 


> The well-known French type 
foundry, Deberny et Peignot, began 
in 1958 to produce a gothic series 
to be called Univers, for which 21 
styles have been drawn by the 
twenty-four year old type designer, 
Adrian Frutiger. Since this series 
is being distributed in the United 
States by American Type Founders, 
it will serve as an introduction to 
the current style in gothics. As it is 
now becoming available in at least 
six variations, it might be well to 
examine the design in some detail. 

Of immediate interest is the ex- 
tensive range of Univers, encom- 
passing no less than twenty-one 
series, from an extra-condensed to 
an extended, and from light to 
extrabold in weight. Included in 
the series to date are seven italics. 
Altogether, this is a prodigious 
labor for a single designer—and in- 
deed, for a type foundry—to offer 
as a single package, more or less. 

Mr. Frutiger (who received his 
education at the Zurich School of 
Industrial Design) apparently re- 
ceived the full support of Deberny 
et Peignot in this undertaking. He 
has certainly justified this faith. The 
design began with what may be 
called the medium weight, in the 
12-point size. This coupling was 
considered the norm from which the 
entire concept was to proceed. 

It is in the caps that Univers 


presents an appearance distinctly 
apart from present gothics. The “A” 
is simply two angled strokes which 
rest against one another to form the 
top of the letter; the “N” is two up- 
rights with a reverse slash to sup- 
port them; the “M” a V with an 
upright on each side; the “V” and 
“W” are similar in form. 

In lower case the fitting is well 
done; the counters are free and 
open. While the roman form of “a” 
has been retained, the “g” follows 
the pattern so well established in 
the Futura types. 


>» Another unique idea in the pres- 
entation of this new series is the 
decision to forego naming the many 
series by weight and form. Instead, 
numbers are used. For example, 
No. 55 is considered the normal, 
which is roman, medium weight, 
normal width. Odd numbers rep- 
resent roman, and even numbers 
the italic. No. 56 is therefore the 
medium italic. Numbers above the 
norm are for condensed versions, 
while those below represent the ex- 
tended. The medium weight is in 
the fifties, the light in the forties, 
the bold in the sixties, etc. 

While all of this makes good 
sense, it will take a little time to 
get used to the system. The alterna- 
tive is to go back to terms which 
are in themselves meaningless un- 
less compared. What is called bold 
in one type may very well be extra- 
bold in another, confounding the 
confusion which has reigned in 
typographic nomenclature since the 
sans serif renaissance of the Twen- 
ties. It is encouraging to learn that 
a typefounder has the courage to 
try a new system. 


> Probably the most important 
feature of Univers is the basic con- 
cept of establishing, at the begin- 
ning, the over-all scheme which 
will match every element of the 
structure of an entire type family. 
This concept is already becoming 
familiar in the field of industrial de- 
sign. The gothic and sans serif types 
have been created for the market- 
place. While the traditional designer 
may belittle the time spent away 
from classical forms, he will rec- 
ognize the need for new ideas, even 
those which run the ultimate risk 
of standardization. The many varia- 
tions of this new type series will 
certainly please typographers who 
have been attempting to creat every 
mood with fairly limited resources. 

These are the signs of the times. 
The typographical need is obivious, 
and it is being met with a dynamic 
solution. 44 





IT’S 


HAUMAGR APH 


the name that means 
fine \ithography, rotogravure 
and silk screen 


FOR 


the unusual in printing 

on paper, cloth or vinyl. 

Qur Research and Development Department 
is a phone call away 

to solve your problems 


WRITE 


for our brochure “The Kaumagraph Story” 
. . . OF have our representative call on you, 


Specialty Printers since 1902 


KAUMIAGRAPH COMPANY 


wilmington 99, delaware 
Olympia 4-2461 


Offices: Boston, Chicago, Greensboro, 
Philadelphia and New York 
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Old and New . 


- « The last issue of the old format, on the 
left. was the familiar 9V¥4x12V4”". It carried a contest entry 


When You Change the Name 
of Your External Publication 


Mueller Climatrol had been issuing its external for a long 
time, so it wanted to make something special of its change- 
over. Here's the campaign it planned. 


By Benn Oliman 


Behind the new, pleasing appear- 
ance of Climafacts, the external 
publication of Mueller Climatrol, 
lies an interesting tale. 

It is a case study of how the deal- 
er magazine of this Milwaukee- 
based division of the Worthington 
Corp. 


@ Changed its face and format. 


e Cut printing costs about 25% 
while putting out a better, more in- 
teresting publication featuring color 
throughout. 


® Ran a “Name the New Publica- 
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tion Contest” that drew hundreds of 
entries from the firm’s nationwide 
network of wholesalers and deal- 
ers. 


> Like too many external publica- 
tions, the old Mueller Climatrol 
News had been guilty of failure to 
keep pace with the advance in de- 
sign of the company’s products. In 
recent years the firm’s heating and 
cooling equipment output for home 
and commercial uses had been up- 
dated and streamlined. 

But its dealer publication scarcely 
reflected this modernity: it lacked 
spark and color. Formidable col- 
umns of catalogue-ish copy at- 


LARGE SCALE 
HEATING 
PROMOTIONS 
aCrrouL_eD 


INTERESTS 


blank as well as a loose entry card. The first issue of the new 
style was 8Y2x11"’, announced the winners of the contest. 


tempted vainly to communicate with 
its dealer audience; its general tone 
was a somber, serious one. 

When Carl Nowicki joined the 
firm in 1959 as publicity supervisor, 
the Mueller Climatrol News became 
one of his major responsibilities. A 
former newspaper photographer, he 
soon began to ease the publication 
into its present magazaine style 
with emphasis on eye-catching, in- 
formative photo layouts. 


> The newspaper style of the old 
Mueller Climatrol News was origin- 
ally adopted in the 1930’s. Its bulky 
18x24” pages were retained, al- 
though the publication was in and 
out for many years. In the 1950's it 
was revived again for a brief period. 
Apparently company executives 
were never completely convinced 
that the publication justified its cost. 

Analysis of the publication when 





the paper that cheers imagineers 
and gives a deep glow of ©. 
satisfaction to budgeteers 


Ce: 


ao ee © oie 


EAGLE-A 


UALITY 


TEXT AND COVER 


We’re imagineers, too, who dared to visualize 
papers of sterling quality at copper penny 
prices. You'll find the exciting results in 
fine Eagle-A Quality Text and Cover Weight; 
papers with eye-catching “vitality” for out- 
standing brochures, catalogs and advertising 
materials, by offset or letterpress. (Envelopes 
to match are available from Kent Paper Co.) 

In Eagle-A Quality Text the selection in- 
cludes Brite White, Arctic White and six fine 
colors in both wove and laid finishes. Cover 
Weight is available in wove and laid, and 
matching colors. 


EAGLE-A 
PAPERS 


for more creative For a special portfolio of original design “Thought Starters”, write Dept. AQ. 


al AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS. 
communications | Makers of the famous EAGLE-A COUPON BOND, 100% Cotton Fiber—Extra No. 1 Grade 


i 
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INTERVIEWER: Mr. Franklin, how do you look upon 
your work as printer in Philadelphia? 


B. FRANKLIN: He that has a trade has an Office of 
Profit and Honour. 


INTERVIEWER: Do you feel you worked pretty hard 
at printing? 

B. FRANKLIN: Drive thy business or it will drive thee, 
I always say. Or, you might put it, keep thy shop and thy 
shop will keep thee. 

INTERVIEWER: How do you account for people still 
buying bad typography when there’s a good ATA shop 
in almost every city? 

B. FRANKLIN: Where sense is wanting, everything is 
wanting. 

INTERVIEWER: After people have been burned once 
with bad jobs, they do go ATA. 


B. FRANKLIN: Experience keeps a dear school, yet 
Fools will learn in no other. Or, Being ignorant is not so 
much a Shame, as being unwilling to learn. And certainly 
in the printing trade particularly, promises may get thee 
friends but non-performance will turn them into thy 
enemies. My ATA friends keep their printing promises. 


It pays to set type right 


A Short 
Interview 
with 
Ben Franklin, 


Printer. 


INTERVIEWER: What do you consider the true economy 
of ATA work? 

B. FRANKLIN: Well, what's well done is twice done 
and ’tis a well-spent penny that saves a groat. 
INTERVIEWER: Have you an opinion on the Adver- 
tising Typographers Association of America, Inc., or 
more familiarly, the ATA? 

B. FRANKLIN: J hope to smoke a pig if I haven't! 
Masters, all of them. Master craftsmen. And as my buddy, 
Poor Richard, put it, ““The eye of a Master will do more 
work than his Hand.” 

FNTERVIEWER: You started the Saturday Evening Post? 
B. FRANKLIN: That's what they say. If I'd a been a 
little smarter and had more time, I'd a started the ATA, 
too, back in 1729. A good typographic association would 
have been right down my alley. 

INTERVIEWER: One final question. Have you any 
inspirational message for our ATA members? 


B. FRANKLIN: Here's one I just thought up, “Resolve 
to perform what you ought. Perform without fail what 
you resolve.” Pretty neat, eh? 


INTERVIEWER: Thank you, Ben Franklin! 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, Inc. 
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EXECUTIVE OFFICES: 

461 Eighth Avenue. New York 1, N.Y. 
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The Akron Typesetting Co. 


ATLANTA, GEORGIA 
Higgins-McArthur Company 


BALTIMORE, MARYLAND 
The Maran Printing Co 


BOSTON, MASSACHUSETTS 
The Berkeley Pres 
Machine Composition Co, 
H. G. McMennamir 
CHICAGO, ILLINOIS 
J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, OHIO 
The J. W. Ford Company 
CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
chlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, OHIO 
Yaeger Typesetting Co., Inc. 
DALLAS, TEXAS 
Jagger-Chiles-Stovall, Inc. 
ora OHIO 

ayton Typographic Service 
DENVER, COLORADO 

A. B. Hirschfeld Press 
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he took over, says Carl Nowicki, re- 
vealed these drawbacks: 


1. It was too big. Although its orig- 
inal size had been slashed during 
the 1950’s to 94x12”, even that, 
it was determined, was too large. 
Dealers couldn’t fit it neatly into 
their files for future reference. 


2. The company was paying a high 
cost for its printing. 


3. Layout possibilities were limited 
due to its tabloid format. 


A decision was made to switch 
over to a new, smaller, 84x11” 
magazine format. It was also de- 
cided to print the 5,000 bi-monthly 
copies of the magazine via offset, 
using different tones of green for 
color impact and deep black print 
for type headings. 


> Changing over the format pre- 
sented an ideal opportunity to re- 
kindle interest in the external pub- 
lication. Carl Nowicki took ad- 
vantage of this opportunity by run- 
ning a “Name the New Publication 
Contest.” It was a tremendous suc- 
cess. 

The initial step in the contest was 
a series of teaser mailings at week- 
ly intervals. Jumbo-sized postcards 
were sent to the publication’s mail- 
ing list. The first three were strictly 
teasers that did not identify the 
sender. Recipients were alerted to 
watch their mail for an important 
announcement heading their way. A 
symbolic cartoon drawing of a wor- 
ried looking character behind a big 
eight-ball dominated each card. 
Each of the teaser cards was a dif- 
ferent color. 

Mueller Climatrol sales staffers 
around the country also received the 
teaser cards. They were given no 
advance information of what was in 
the works, “so they couldn’t be em- 
barrassed if customers asked them 
about the promotion,” says Carl 
Nowicki. 


> When the fourth card was mailed, 


Teaser 

One of a series of 
three cards designed 
to build interest 

in the contest. 


a Salesmen’s Confidential folder on 
the contest was also sent out. It ex- 
plained the entire contest and of- 
fered a $25 prize to the salesman 
whose customer won $100 for sub- 
mitting the winning name. 

This offer to the salesmen was de- 
signed to stimulate them to work up 
interest in the contest while making 
their customer calls. 

The fourth jubo card unveiled the 
contest. It offered $100 for the first 
prize; $25 for the second prize and 
$10 for the third place winner. Each 
entrant submitting a name for the 
new publication also received a free 
ballpoint pen. 

As a possible tie-breaker, contest- 
ants were asked to complete in 200 
words or less: “In the new publica- 
tion I would like to see information 


> A week later the final issue of the 
publication, in its old format ap- 
peared. It also told the full story of 
the contest and carried an insert 
card with an entry blank for sub- 
mitting a new name. 

Results? 

“We received many more entries 
than we had expected,” says Carl 
Nowicki. “One side benefit was the 
gratifying number of readers who 
let us know what they wanted in 
the new publication. About 200 peo- 
ple added their comments and sug- 
gestions. As a result, we are plan- 
ning further changes in the maga- 
zine.” 

Selecting Climafacts as the win- 
ning name did not ring down the 
curtain on the changeover’ promo- 
tion. Added publicity was scored by 
mailing out the first issue in a 
sealed polyethylene bag. Both Mil- 
waukee metropolitan newspapers 
carried news stories when post office 
officials verified that this was the 
first use of a sealed transparent bag 
for mailing a _ publication here. 
Business papers also picked up the 
plastic bag story, giving it extra 
mileage. 

The cost of the entire promotion, 
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Two Separate Air Conditioners i 
in One Package Give You Whole-House 
Air Conditioning at Its Finest 





’ 
CP ¢ way to promote sales 
on Sterling Offset Enamel 


Sterling Offset Enamel can be counted on for the cool, clean, crisp reproduction needed to 
translate attractive design into buyer action. That is why it was selected to simulate, in 
print, the ‘‘cool comfort” features of the air conditioning line manufactured by the York 
Corporation, subsidiary of Borg-Warner Corporation. 


Sterling Offset Enamel was used for an entire series of highly stylized brochures promoting 
the York line. Sterling’s remarkable whiteness assures true color fidelity and its glossy 
surface is ideal for crisp reproductions with depth and character. In addition, the moisture 
content of Sterling is carefully controlled to give you the stability and uniformity so 
essential for close register at high press speeds. 


West Virginia’s modern concept of sales and service has additional appeal to users because 
it offers the economies of direct purchase combined with the services of an experienced 
technical organization. For the full story on why West Virginia can offer you the best value 
in printing papers, write West Virginia Pulp and Paper Company, 230 Park Avenue, 
New York 17, N. Y., or contact the office nearest you. 


FINE PAPERS DIVISION 
COMMERCIAL PRINTING PAPER SALES 
CHICAGO @ FR 2-7620 NEW YORK # MU 6-8400 West Virginia 
CINCINNATI @ RE 1-6350 PHILADELPHIA ® LO 8-3680 
DETROIT @ DI 1-5522 PITTSBURGH 8 CO 1-6660 

SAN FRANCISCO @ GA 1-5105 Pulp and Paper 
In Baltimore, Cleveland, Los Angeles, Milwaukee, 


Minneapolis, St. Louis and St. Paul, 
ask operator for Enterprise Service. 


The York Air Conditioning brochures were printed on Sterling Offset Enamel 80# by Lebanon Valley Offset 
Company, Cleona, Pennsylvania. The material was run on 2-color Harris 25 x 38 offset presses. If you would 


like to know more about how air conditioning can help you in the pressroom, write for West Virginia's ‘‘Project 
Humidor." Ask also for a full set of the York brochures. 


THIS INSERT IS LITHOGRAPHED ON STERLING OFFSET ENAMEL, 25x38—100# 
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We are the recognized specialists 
in Lists of Individuals of above av- 
erage intelligence, culture and/or 
income at their Home Address. 
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Drey’s Mailing Lists 
Are Designed 
For Persuasion By Mail 


IN QUANTITY” Lists of Individ- 
uals of Above Average Intelligence, 
/ Culture and/or Income at Home 
Address cannot be duplicated. Like 
) a fashion designer he designs a list 
in a specific way. 


sre Secret Formula “QUALITY 
) 


OQOODOOnDDROREoOonav 


The list designer using Drey's Li- 
brary of up-to-date Mailing List 
Sources, through a Secret Formula 
of Selection can supply “QUALITY 
IN QUANTITY” Americans in any 
metropolitan area in the U.S. 


Write DREY 


) when you have a mailing list problem 


WALTER DREY, INC. 

Mailing List Consultants 
)) 257 Park Ave. South, N. Y. 10, N.Y. ( 
) 333 N. Michigan Ave., Chicago 1, Ill. /) 
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ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


in 


Advertising & 
SB Sales Promotion 


200 E. Illinois St. « Chicago 11, Il. 
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Special Wrapper . . . The initial issue 
made a little extra stir by using a 
polyethylene wrap and a special label 
that tied in with the contest theme. 


from teaser cards to the sealed poly- 
ethylene mailing bags ran “under 
$1300” claims Carl Nowicki. 


> Costs were held down by: (1) use 
of clip art for the teaser cards; (2) 
printing of the cards and mailing 
labels on company equipment; (3) 
purchasing chipboard, used between 
pages of the magazine in mailing as 
a stiffener, well in advance of need; 


New Paper Cutter 
Has Safety Feature 


What is described as a mechanical 
innovation in manual office paper 
cutters, no wheel for clamping, 
features the Triumph Jr., newest 
paper cutter handled by Micheal 
Lith Sales Corp., 145 W. 45th St., 
New York. 

The innovation is a safety feature. 
Now instead of turning a wheel to 
clamp and unclamp the paper be- 
fore and after each cutting, one 
simultaneous motion clamps and 
cuts the paper. Both hands must 
be used in operating, one on the 
clamp handle and the other on the 
blade handle. This procedure locks 
and unlocks the safety latch auto- 
matically. 

The machine has a 10” cutting 
width, 11%” cutting capacity 
(thickness), 12” inside cutting 
length and is priced at $119, FOB, 
New York. 

Potential users are described as 
banks, insurance companies, hos- 


(4) obtaining “a good price” from 
the plastic bag supplier by giving 
him the order in plenty of time, and 
(5) using company personnel to do 
the cutting and sealing of the plas- 
tic bags to get the magazines ready 
for mailing. 

The actual mailing, however, was 
performed by the outside letter 
service firm which handles all of the 
publicity department’s work. 

A self-sticking mailing label was 
used on the transparent bag. It was 
designed with bright red areas to 
comply with post office regulations. 
The red makes it “snap out” on the 
background of the publication so 
that mailmen didn’t have to hunt for 
the addressee. 

The cash awards for the prize 
winning entries were mailed out 
promptly. Winners received checks, 
not merchandise certitificates. 


> To match the new name (selected 
by the judges because it combined 
the company’s name with the word 
“facts”), a fresh, cleaner-looking 
logo was designed for its debut. 
One final note from Carl No- 
wicki: “We are making plans to run 
another contest. This one will help 
the dealers let us know how they 
actually make use of our publica- 
tion. We feel that it is important 
now to maintain the interest that 
was developed as the result of our 
changeover.” 44 


pitals, schools, churches, small off- 
set shops, printers, photo-finishers 
and industrial organizations. 44 


One A Day ... Apples from the state of 
Washington will be designated by this 
stylized silhouet bearing state name. De- 
sign, which can be printed in positive or 
reverse form, was created by the Con- 
tainer Corp. of America, San Francisco. 





Mergenthaler 
Trade Gothic with Bold 
A useful type-family newly complete for linotype composition only 


ABCDEFGHIJKLMNOPQRSTUVWXYZ& 
abcdefghijkimnoparstuvwxyzzecefififfffiffi 


abcdefghijkilmnoparstuvwxyzeecefiflffffiffl 
Extended 6-14 point S ABCDEFGHIJKLMNOPQRSTUVWXYZ& 


abcdefghijkimnopqrstuvwxyzzecefifl ffffi ffl 
ABCDEFGHIJKLMNOPQRSTUVWXYZ&A 

mA i ABCDEFGHIJKLMNOPGRSTUVWXYZ& 4 

Regular 6 18 point abcdefghijkimnopqrstuvwxyzazce fifi ff ffi ffi 


abcdefghijkimnopqrstuvwxyzacefififfffiffi 
ABCDEFGHIJKLMNOPQRSTUVWXYZ&ACE 


. ABCDEFGHIJKLMNOPQRSTUVWXYZE.AE 
Condensed 6-24 p oint abcdefghijkimnopqrstuvwxyza cefififtffiffl 


abcdefghijkimnopqrstuvwxyzzcefiflffffiffl 
ABCDEFGHISKLMNOPQRSTUVWXYZ&A(E 
ABCDEFGHIJKLMNOPQRSTUVWXYZ&.2E 
Extra Cond 6-24 point abcdefghijkimnopgrstuvwxyzzcefififf iff 
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Under 


Pressure 


...a@ city rolls up its sleeves 


Front Cover . 


. . The brochure, whose first appearance was in 


a football program, used brown for the halftone. 


When a community job has to be done, it takes 
a community effort, especially when the time is limited. 
Here's how Boston’s advertising industry did it. 


By Irwin Reich 

Production Manager 

Marvin and Leonard Advertising Co. 
Boston 


The newcomer to Boston, or one 
who returns after some time, would 
have difficulty recognizing the city 
today. Many things have changed. 
And many places, streets and neigh- 
borhoods are in the process of 
change. 

And it’s all because of the Boston 
Symphony. 

The new Boston Symphony. 


> The new Boston Symphony is a 
cacophony of “bulldozers and steam- 
shovels . . . jackhammers and pow- 
er saws ... pile drivers, rivet guns, 
cement mixers. These are the sounds 
aloft in the city today.” 

That’s the way an eight-page in- 
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sert on Boston titled “Boston... A 
City rolls up its sleeves” begins. 
The insert appeared in the opening 
day program of the Boston Patriots 
professional football team, and was 
distributed across the nation to 4,000 
newspapers and radio and television 
stations. 

“For years,” according to Mayor 
John F. Collins, “Boston has been 
the victim of a bad press nationally 
and a carping criticism locally. It’s 
time we began to present the new 
Boston to the public.” 


> A first step was the insert, to dra- 
matically correct misimpressions 
about the city, at a time when the 
nation’s eyes would be focused on 
Boston for the start of a new foot- 
ball season, a new team and league. 
Ninety million dollars’ in renewal 
programs for housing and industry 


will soon get underway in the Hub. 
Work now in progress on the $150,- 
000,000 Prudential Center and 
Charles River Park, a $55,000,000 
modern apartment development at 
the core of the city, and the under- 
Boston Common garage already 
have changed part of the city’s face. 

Translation of the Mayor’s project 
into the insert was the work of the 
Marvin and Leonard Advertising 
Co., an agency composed largely of 
transplanted New Yorkers who like 
their new home town, and who vol- 
unteered to help the Mayor boost it 
when he sought advertising help. 

Boston’s advertising executives 
first heard the insert discussed at a 
dinner meeting in the Hotel Somer- 
set August 29. Almost 100 agency 
executives heard Mayor Collins out- 
line the needs of the city to attract 
industry and investors. He sought 
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and a second color to cover, in an interesting manner, a special point. 


the help of the agencies and the 
Boston Patriots Football Club. 

Costs for printing and production 
would be contributed by the agen- 
cies. Surplus contributions, if any, 
would go to charity. A deficit would 
be met by the Patriots. 


> All the agencies agreed on the 
merit of Mayor Collins’ plan, and 
the group began to discuss ways of 
tackling the problem — within the 
short period of time left between the 
meeting and the Patriots opening 
game. Leonard S. Kanzer and Mar- 
vin E. Feit, principals of the Mar- 
vin and Leonard Advertising Co., 
volunteered to coordinate the effort 
which was to be a cooperative proj- 
ect of all the city’s agencies. 

At the urging of the other agen- 
cies, Mayor Collins accepted the 
Marvin and Leonard offer, but 
asked the agency to handle the 
whole project as a regular agency 
job, undertaking complete responsi- 
bility for the writing, art, produc- 
tion, and printing of the insert. 

From assignment to completion 
date there were but ten days to 
complete the project. And three of 
those days were the Labor Day 
weekend. 


> When we sat down to study what 
had to be done on the morning 
after, we knew immediately we had 
let ourselves in for a totally im- 
possible job — under normal cir- 
cumstances. But things cleared a bit 
later in the day. 

A brief mid-morning meeting 
with the Mayor on August 30 ex- 
posed us to the scope of Boston’s 
rebuilding actions and hopes. With 
this understanding, our plans board 


was able to set a time table, and ac- 
tion began. It went like this: 


August 30... Planning of the insert 
began. Simultaneously, a telephone 
and contact squad began to round 
up material, information and photo- 
graphs from real estate offices, doz- 
ens of city and state government 
agencies, banks and institutions, ar- 
chitects, planners, developers, pub- 
lications and business involved in 
Boston’s rehabilitation effort. 


August 31 . . Organization of the 
insert began, while material began 
to flow into the agency. Copy and 
visual themes were blocked out. 
“Boston A city rolls up its 
sleeves” began to take form. 


September 1 . . Copy was being 
written for the insert while prelim- 
inary layouts were being developed. 
No arrangements had been made 
for the printing of the insert. The 
Patriots’ program printer was in 
Lowell, 36 miles from Boston, and 
having trouble of its own in coping 
with a host of last-minute problems 
in preparing the team’s first pro- 
gram. So as the insert was being 
prepared, the agency began a search 
for a printer who could be per- 
suaded to keep a crew on duty over 
the Labor Day weekend on an al- 
most non-stop schedule from Satur- 
day noon on into the middle of the 
following week. Ink and paper were 
ordered on a standby basis — in 
case. (A half-mile away, in Massa- 
chusetts’ General Court, a dawdling 
debate held up final approval of a 
bill approving the continued con- 
struction of the Prudential Center 
and the proposed erection of a Gov- 
ernment Center off Scollay Square. 


CREATIVITY 


it happens easier on Crescent! 


See your Crescent Quality Dealer for 


ILLUSTRATION BOARD a 
BRISTOL BOARD ag T.V. 
BOARD @ COLORED DRAW- 
ING BOARD gs WATER COLOR 
BOARD g MAT BOARD 


CRESCENT 
CARDBOARD 
COMPANY 


1240 N. Homan Ave./Chicago 51, Ill 
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ENP AY A, lh COS NOONE SD DSS TG 
The Only 4-POSITION 
EASEL BINDER 


30’, 60’ and 80’ Degrees, and 
flat 


®®®GeoOeo 


SELLEBRITY 


The Easel That is Practicaily Automatic 
“Carries like a book’’ 


Carried in stock in either Black Imitation 
Leather or Black Vinyl Plastic to hold 
standard 8%” x 11” sheets. Your choice 
of 3-ring or 22-ring Multo Loose Leaf 
binding, one inch capacity. 

Imitation Leather @ $5.00 ea. 

Vinyl Plastic @ $4.00 ea. 

Quantity prices on request. 

SELLEBRITY binders can be made 

in various ring capacities; also supplied 
with acetate folders. Prices and samples 
on request. 


@2©2O®2 @®@ 


Creative Binders for Advertising & Selling 
317 W. 47th St., N. Y.,36 * PL 7-5950 
ee 


PAYOFF 


Free coffee can pay big public re- 
lations dividends. Use “coffee 
checks” on Bergstrom safety papers 

. @ productive means to invite 
guests to your open house, exhibit, 
or some special event. A simple and 
sincere way to accomplish an effec- 
tive promotion. 


Write for your free copy of our 
“SAFETY PAPER IDEA BOOK.” 


SINCE 1904 


BERGSTROM 
PAPER COMPANY 


NEENAH, WISCONSIN 
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On both complexes rested the broad 
plans of Boston’s $90,000,000 re- 
newal program.) ~° 


September 2 . . Following a late 
night-before session, copy and art 
were completed by 11 am., then 
submitted to the Mayor’s office for 
last-minute changes. Revisions were 
made on the fly. Editing and cutting 
were accomplished after approval. 
Type setting began. 

4 pm. ... We learned that we'd 
have to handle all the printing and 
its supervision. But we felt ready. 
10 p.m. . . . Marvin and Leonard’s 
art and production heads met with 
the Patriots’ program printer in 
Lowell, and details were worked out 
to coordinate the production activi- 
ties. It was going to be a tight 
squeeze, but we could make it — if. 


September 3-8 . . Paper was or- 
dered, and delivered to the printer 
two hours later. Another all-night 
session completed the artwork, and 
work began on the intricate printing 
job. Almost without pause the print- 
er worked until Wednesday night, 
with the agency on hand all the 
way. 


> Deadlines demanded delivery of 
the copy to the Lowell printer by 9 
a.m. on the eighth. We arranged to 


Ludiow Typefaces Shown 
In Spiral-Bound Book 


An 172-page, spiral-bound book 
has been compiled by the Ludlow 
Typograph Co., under the title 
“Some Ludlow Typefaces.” 

In the book are shown most of 
the popular Ludlow typefaces of 
recent production shown in their 


full range of sizes. Ludlow type- 
faces not so shown are represented 
in one-line specimens in the back 
of the book. The Ludlow people add, 
“Full showings of these typefaces 
are, of course, available on request.” 

Included are such Ludlow faces 
as Tempo, Karnak, Eden and Stel- 


have the pages shipped flat from 
Boston, and they arrived 50 minutes 
early, at 8:10 a.m. 

Boston lost that opening game on 
September 9th. Neither I nor any of 
the staff got to the game nor the re- 
ception that celebrated the team’s 
new venture. For the first time in 
ten days (and nights), we could 
and did look forward to a full night’s 
sleep. 

And it was a sleep rewarded with 
pleasant dreams of good things for 
Boston. 


> Within the following week, Mayor 
Collins reported to us that a trickle 
of inquiries was coming into his of- 
fice, in response to the eight-page 
insert. The press and radio were 
carrying the word that Boston’s 
face and being were changing, and 
changing rapidly. 

“Operation Steamshovel” con- 
tinues in Boston, heightened by the 
interest shown in our city’s effort at 
rebirth by the responses to our in- 
sert. We feel as though Marvin and 
Leonard have scored more than one 
touchdown for the Patriots and Bos- 
ton by our participation in this 
project. In fact, the entire advertis- 
ing field in this city has scored. This 
was truly a team effort by the 
agencies for the city. 44 


EXHIBIT 


lar and other typefaces such as 

Mandate, Coronet, Delphian, Sam- 

son, Umbra, and Hauser Script. 
Also shown are borders and or- 


naments, Christmas borders and 
ornaments, diagonal fractions, ver- 
tical logotypes, ruleform matrices, 
dotted ruleform matrices, leaders 
and rules, and miscellaneous mat- 
rices. 

Shown with this story are a fist, 
an example of Ludlow Eusebius 
Open and an example of Hebrew 
Bold, all from the Ludlow book. 

. for more details circle 527, page 135 


New Whiteprint Machine 
Introduced by Ozalid 


The Printmaster 900, a whiteprint 
machine featuring a new sleeveless 
developing system, has been an- 
nounced by the Ozalid Division, 
General Aniline & Film Corp., 
Johnson City, N.Y. 

According to the company, the 

+ continued on p. 104 
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Send tor 


"34 WAYS ii Businessmen everywhere are 
mT tay discovering the benefits 


that modern photocopying 
OFFICE AY ia machines can bring them. 
Time and money saved, 
elimination of typing errors, 
sharper, cleaner copies 
are just a few. To help you 
get more mileage out of 
photocopying, A. B. Dick 
Company now offers this 
brand new booklet— 
jam packed with 34 helpful 
new suggestions for modern 
day photocopier use— 
New 12-page book suggestions that can mean 
tells how to get even greater time and money 
the most out of your = savings for you. You'll 
photocopy machine want this booklet for 
your office now! 
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Get the facts! 
Mail card for your free copy today! 
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Noblur! 


COPIES FROM THIS 
3 PHOTOCOPIER ARE THE 
SHARPEST YOU'VE EVER SEEN 


PERMANENT, photo-exact, jet black on 
bone white—acceptable as evidence in courts 
of law and government agencies. Even makes 
multi-copies from a single exposure. 


At $99.50, you can afford one in every department. The 101 saves 
“scoots” down the hall to make copies . . . ends delays at central copy- 
ing departments . . . minimizes retyping chores . . . eliminates depend- ae 
ence on outside copying sources . . . avoids red faces due to typing 


Photocopier 
errors . . . increases efficiency. 


Don’t be fooled by the $99.50. You can’t do better at twice the price. 
Send the attached postcard—we’ll send proof. 


THE 101 MAKES SHARP, CLEAR COPIES OF ANY PRINTED, WRITTEN OR DUPLICATED 


DOCUMENT. CARBONS, 2-SIDED ORGINALS, AND TRANSPARENCIES, TOO! 
ow TO EXPLAIN 


< . e b j Price shown ts manufacturer's suggested retail price subject to change without notice. Other models also available. 
LL) IDEAS _ e 


fej A:B-DICK 


DUPLICATING PRODUCTS 
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% Contaci the nearest Consolidated Paper Merchant listed here for complete information or 
free trial sheets to make your own comparison test. His service is outstanding and he carries 
a complete stock of Consolidated Enamel Printing Papers. As a paper expert, you can count on 


ALABAMA 
Birmingham 
Birmingham. 
Mobile 
ARIZONA 


NC si 56 cde decodes 


Phoenix... 
Phoenix. . . 
Tucson 
Tucson 
ARKANSAS 
Little Rock 
CALIFORNIA 
Fresno. .. 
Long Beach 
Los Angeles 
Los Angeles 
Oakland. 
Sacramento 
San Bernardino 
San Diego 
San Diego 
San Francisco 


San Francisco... 


San Jose 
Stockton 
COLORADO 


Denver......... 


Pueblo... 


CONNECTICUT 


Bridgeport 
East Hartford 
East Hartford 


New Haven 
New Haven 


his sound advice to save you money and trouble on every job. 


Graham Paper Company 


.. The Whitaker Paper Co. 
The Partin Paper Co. 


Blake, Moffitt & Towne 
Butler Paper Company 
Graham Paper Company 
.. Blake, Moffitt & Towne 
Graham Paper Company 


Western Newspaper Union 


Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

. Butler Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 
Pacific Coast Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


. Butler Paper Company 
Butler Paper Company 


Lott-Merlin, Inc. 

‘Green & Low Paper Co. 
Henry Lindenmeyr & Sons 
Green & Low Paper Co. 
Henry Lindenmeyr & Sons 


“Whitney-Anderson Paper Co., Inc. 


DISTRICT OF COLUMBIA 


Washington, D.C. 


FLORIDA 
Jacksonville 
Miami 
Miami 
Orlando 
Tallahassee 
Tampa 
Tampa 
GEORGIA 
Atlanta 
Savannah 
IDAHO 
Boise ‘ 
Idaho Falls 
ILLINOIS 


Chicago. . 
Chicago. . 
Chicago. . . 
Chicago 
Decatur... 
Moline 


R. P. Andrews Paper Co. 


. Jacksonville Paper Company 
Everglade Paper Company 

E. C. Palmer & Co., Ltd. 
Central Paper Company 
Capital Paper Company 

E. C. Palmer & Co., Ltd. 
Tampa Paper Company 


The Whitaker Paper Co. 
The Atlantic Paper Company 


Blake, Moffitt & Towne 
American Paper & Supply Co. 


Bradner Smith & Co, 

J. W. Butler Paper Co. 
Marquette Paper Corp. 

Moser Paper Co. 

~The Whitaker Paper Co. 

The Decatur Paper House, Inc. 
Newhouse Paper Company 

J. W. Butler Paper Co. 


Peoria Paper House, Inc. 
Irwin Paper Co. 


Butler Paper Company 
.C. P. Lesh Paper Co. 
Butler Paper Company 
Century Paper Company 

.C. P. Lesh Paper Co. 
Mid-States Paper Company, Inc. 


..J. W. Butler Paper Co. 
Peterson Paper Co. 
Pratt Paper Company 
Western Newspaper Union 
Western Newspaper Union 


eer 


Indianapolis........... 
Indianapolis. . 
Terre Haute. 
1Oowa 

Cedar Rapids............ 
Davenport............. 
SM ccsvsaccs counts 
Des Moines... .. 
Sioux City.......... 
KANSAS 
Topeka 

Wichita. ..... 
Wichita . 
KENTUCKY 
Louisville 
Louisville 
LOUISIANA 
New Orleans 
New Orleans .... 
Shreveport... 
MAINE 

Augusta 
Portland 
MARYLAND 
Baltimore...... 
Baltimore. 
MASSACHUSETTS 


Midwestern Paper Co. 
Butler Paper Company 
Graham Paper Company 


= Graham Paper Company 
. .Louisville Paper and Mfg. Co. 


Butler Paper Company 
Graham Paper Company 
..Western Newspaper Union 


C. M. Rice Paper Company 
C. M. Rice Paper Company 


The Mudge Paper Company 
.. The Whitaker Paper Co. 


Lindenmeyr Paper Co. Inc. 
Whitney-Anderson Paper Co., Inc. 
Butler-Dearden Paper Service, Inc. 


Springfield 
Worcester 
MICHIGAN 
ns 088 60 
Detroit. 

Grand Rapids... .. 
Grand Rapids... . 
Lansing....... 
MINNESOTA 

irae kn dons 
Minneapoiis. ... 
Minneapolis......... 
Minneapolis. . 

St. Paul 

St. Paul. ... 
MISSISSIPPI 
Jackson......... 
missouri 


...Butler Paper Company 
“The Union Paper & Twine Co. 
Central Michigan Paper Co. 
Grand Rapids Paper Company 
. .Weissinger Paper Co. 


.Duluth Paper & Specialties Co. 
. Butler Paper Company 
Newhouse Paper Company 
The Paper Supply Co., Inc. 
Anchor Paper Company 
Newhouse Paper Company 


. Graham Paper Company 


Butler Paper Company 

. Midwestern Paper Co. 
Graham Paper Company 
...Butler Paper Company 
..Graham Paper Company 
. .Butler Paper Company 


Kansas City oe 
North Kansas City... .. 
SE ccevsces 
St. Louis... 
Springfield 
MONTANA 
Billings. . 

Billings 
NEBRASKA 
Lincoln 

Omaha... 
NEVADA 
Reno.... , .....Blake, Moffitt & Towne 
NEW HAMPSHIRE 
Concord 

NEW JERSEY 
Hillside 

Newark. 

Trenton 

NEW MEXICO 
Albuquerque 

NEW YORK 
SR aici oaxic6 Soha 
Buffalo... 
Buffalo. 
New York... 


Western Newspaper Union 
-Yellowstone Paper Company 


..Western Newspaper Union 
Western Paper Company 


C. M. Rice Paper Company 


Henry Lindenmeyr & Sons 
Central Paper Company 
Central Paper Company 


Butler Paper Company 


W. H. Smith Paper Corp. 

. The Alling & Cory Company 
Franklin-Cowan Paper Company 
The Alling & Cory Company— 
Miller & Wright Paper Co. 
Linde-Lathrop Paper Co., Inc. 
Henry Lindenmeyr & Sons 
Majestic Paper Corporation 

. Marquardt & Company, Inc. 

he Whitaker Paper Co. 

..The Alling & Cory Company 
The Alling & Cory Company 
Utica...... ..... The Alling & Cory Company 


as aces 
New York... 

New York... 

New York... 
New York. 
Rochester....... 


NORTH CAROLINA 
Caskie Paper Co., Inc. 
Epes-Fitzgerald Paper Co. 
The Raleigh Paper Co. 
NORTH DAKOTA 


Fargo.................Western Newspaper Union 


OHIO 
The Central Ohio Paper Co. 
| The Union Paper & Twine Co. 
Cincinnati ...........The Diem & Wing Paper Co. 
Cincinnati.......... The Whitaker Paper Co. 
Cleveland The Central Ohio Paper Co. 
Cleveland..........The Union Paper & Twine Co. 
Columbus............ The Central Ohio Paper Co. 
Dayton............... The Central Ohio Paper Co. 
Toledo........... Paper Merchants, Incorporated 


Youngstown... . The Whitaker Paper Co. 
OKLAHOMA 


Oklahoma City 


Graham Paper Company 
— City..... . 


Western Newspaper Union 
Beene Paper Company 


Blake, Moffitt & Towne 


Wilcox-Walter-Furlong Paper Co. 
....Daka Paper Company 
The Alling & Cory Company 
Wilcox-Walter-Furlong Paper Co. 
— Paper Co. 
N. Smythe Co. 
 .Wileox- Wistier: Pike Paper Co. 
i General Paper Corp. 
oe Bebe iees a ... The Whitaker Paper Co. 
Scranton. . ‘ Megargee Brothers, Inc. 
York The Mudge Paper Company 
York... % ........ Quaker City Paper Co. 
RHODE ISLAND 
Providence an 
SOUTH CAROLINA 
Columbia........... 
SOUTH DAKOTA 
Sioux Falis......... 
Sioux Falls 
TENNESSEE 
Chattanooga........... 
rc divicceess ee 


Portiand 
PENNSYLVANIA 
Bethiehem 


Harrisburg... ... 
Harrisburg 
Philadelphia 
Philadelphia. . 
Philadelphia. . . 
Pittsburgh 


Providence Paper Co. 
Epes-Fitzgerald Paper Co. 


Sioux Falls Paper Co. 
“Western Newspaper Union 


..Graham Paper Company 
. Graham Paper Company 

Graham Paper Company 
Western Newspaper Union 


Nashville Graham Paper Company 


TEXAS 
Abilene............Southwestern Paper Company 
Austin..................Graham Paper Company 
.Graham Paper Company 
Southwestern Paper Company 
Graham Paper Company 
.. Southwestern Paper Company 
Graham Paper yo 
i Palmer 
Southwestern Paper Company 
Graham Paper Company 
Graham Paper Company 


American Paper & Supply Co. 
American Paper & Supply Co. 
Western Newspaper Union 


San Antonio 

UTAH 

Ogden. . 

Salt Lake City... 

Salt Lake City 
VIRGINIA 
Lynchburg 

i chienier ss baie 
Richmond...... , 
Richmond. . 
WASHINGTON 


EAS 
Spokane......... 
Tacoma......... ; 


Caskie Paper Company, Inc. 
Epes-Fitzgerald Paper Co. 
Epes-Fitzgerald Paper Co. 

B. W. Wilson Paper Company, Inc. 


Blake, Moffitt & Towne 

West Coast Paper Company 

. Blake, Moffitt & Towne 

Allied Paper Company 

Tacoma ; Blake, Moffitt & Towne 
WEST VIRGINIA 


CR Coa, sc baacds anual Copco Papers, Inc. 


WISCONSIN 
Milwaukee ............. Oshkosh Paper Company 
Standard Paper Company 


Milwaukee. .. 
Oshkosh....... .. Oshkosh Paper Company 


Export Agents . Moller & Rothe, Inc. - New York, U.S.A. 


CONSOLIDATED WATER POWER & PAPER CO. 


National Sales Offices: 
135 South La Salle Street + Chicago 3, Illinois 





Knock the cover off the ball? If you want to hit a four bagger with the front 
office, swing over to Consolidated Enamel Printing Papers. Without sacrificing quality, 
you'll save on folders, catalogs and other printed material. As the world’s largest enamel 
printing paper specialist, Consolidated offers finest quality for less. Get the facts and 
free test sheets from your Consolidated Enamel Paper Merchant. You'll find he’s just 


the man to help put you in the big leagues! % 
Available only through your Consolidated Paper Merchant. orecokdeatece 


LARGEST ENAMEL PAPER SPECIALIST 


Consolidated Water Power & Paper Co. + Nati. Sales Offices, 135 S. La Salle St., Chicago 
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Vewacio 


RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif 
TR ate TTT 
19 W New York 1, New York 





ROUND-THE-CLOCK 
DYCRIL SERVICE 


Here's another example of the com 
pleteness of Progressive’s day-and 
night service . . . giving agencies and 
advertisers one-point control for their 
entire production, from composition 
to final plates and mats. Our offices 
from New York to Richmond probably 
can help you. Call us or write 


PROGRESSIVE Composition Ci 
9th and Sansom Sts., Phila. 7 WAInut 2-2711 


The PROGRESS + HANSON + PROGRESSIVE Group 
tf Amer Most Complete 


Arts Organizations 


Graphic 


Branches: 
New York * Newark « Lancaster « Wilmington 
Baltimore « Washington « Richmond « Chariotte 
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900 reproduces engineering and 
architectural drawings, visual aids 
materials, and a wide variety of 
business forms. 

Publicity materials stress that the 
machine has minimum dimensions 
of 72142x701%2x29” that can be in- 
creased to 8444” in width with a 
feedboard, and to 76%” in depth 
with a feedboard and rear stacking 
tray. It is wired for 220 ac 60-cycle 
single phase. 

Further information is available 
from Ozalid. 44 


Routine Office Paperwork 
Process Announced by 3M 


The continuing marketing re- 
search Minnesota Mining and Man- 
ufacturing Co. is doing on Thermo 
Fax copying machines has appar- 
ently paid off for 3M with another 
product application. 

Now the St. Paul-based company 
has announced a new process by 
which black-and-write permanent 
reproductions at a cost of less than 
two cents per copy are possible. 

The process consists of two pa- 
pers that team together to eliminate 
the need for carbon copying of let- 
ters, order forms, inter-office mem- 
os, reports and similar internally- 
originated documents, according to 
3M spokesmen. 

A kit, explaining the process and 
the new papers it uses, is available. 

. for more details circle 528, page 135 


Silkscreen Process 
Promoted by Display 


A series of newsletters on various 
aspects of silkscreen process has 
been prepared and distributed by 
Displays Unlimited, Newark, N.J., 
silkscreen processors. 

The letters, sent in a silkscreened 
binder, discuss such things as types 
of inks used, materials on which 
silkscreened messages are printed, 
economical uses of the process, and 
other matters of interest to the 
printing buyer. 

. for more details circle 529, page 135 
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For Something New . . . Ken Saco Asso- 
ciates, New York, designed this trade- 
mark for Systems Technology Films Inc., 
a new movie making affiliate of Mara- 
thon International of New York. It will 
be used on printed stationery, business 
forms and advertising. 


See the Pretty Lady . . . What is she do- 
ing? She is posing for a publicity picture. 
What is she trying to prove? She is try- 
ing to prove that the flat stacking qual- 
ities of Flash Seal can mean reduction 
of an inch or more in a 500-piece box 
of envelopes. Flash Seal is a product of 
Stein, Hall & Co., 285 Madison Av., 
New York 


Diffusion Transfer 
Methods Described 


Six pages describing diffusion 
transfer photocopying papers and 
films feature the current issue of 
Photocopy News & Reproduction 
Review of the Anken Chemical & 
Film Corp., and its _ subsidiary, 
Ampto Inc. 

The section describes more than 
two dozen photocopy papers and 
films, negative and positive, and 
charts many of the special uses for 
various combinations of these ma- 
terials. These uses range through 
a great variety of office copying, 
printing and art department tech- 
niques to a number of engineering 
drawing reproduction methods. 

- for more details circle 530, page 135 


Line of Report Covers 
Shown in Catalog Sheet 


A catalog sheet describing the line 
of Wilson Jones notebooks and re- 
port covers has been prepared by 
that company. 

The covers come in seven sizes 
and three colors. They feature nylon 
prongs which are said to hold over 
two inches of sheets. The prongs are 
also said to last longer than metal 
and frequent bending, for removal 
or addition of sheets, won’t break 
them. 

. fer more details circle 531, page 135 





It shouldn’t happen to a book 
(but it often does) 


Bindings of new vinyl PX® cloth can take rough handling. Vinyl-impreg- 
nated ‘‘PX’’* cloth has a snow-white, uniform surface that gives a better lay 
of ink, excellent adhesion, color reproduction, sharper detail. Handles with 
conventional equipment. Durable . . . 10 times more scrub-resistant than 
pyroxylin materials of similar grade. Meets Commercial Standard CS-57-40 
and Official Minimum Standards and Specifications for Textbooks. For in- 
formation and samples write: E. I. du Pont de Nemours & Co. (Inc.), 
Fabrics Div., Dept. BP-4, Wilmington 98, Delaware. *Reg. U.S. Pat. Off. 


VINYL PX® CLOTH 


*86. 4. 5. par. OFt 


Scott, Foresman & Co. published the Cathedral Edition of “‘Wide, Wide World” with 
Vinyl ‘“‘PX” cloth binding by L. H. Jenkins, Inc., Richmond, Va. Printed by Mid-City 


Lithographers, Inc., Chicago. Finished by Paper Converting & Finishing Co., Chicago BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 





Brochure Shows Engraved, 
Embossed Letterheads 


A brochure explaining and illus- 
trating engraved and embossed let- 
terheads has been issued by the 
Gilbert Paper Co., Menasha, Wis. 

Seventeen engraved and embossed 
letterheads are included m the 
spiral-bound brochure. These com- 
mercial letterheads, representing a 
wide variety of business firms and 
services, were selected by the Gil- 
bert people on the basis of excel- 
lence in design and variety of en- 
graving and embossing. Copy ana- 
lyzes the design and identifies the 
types used for each letterhead. 

In the introduction to the bro- 
chure, an explanation of the em- 
bossing and engraving processes is 
given. 


Copies are available. 
+ + « for mere details circle 532, page 135 


Photo-Lettering Offers 
An Alphabet Supplement 


The 1961 annual supplement to its 
Alphabet Thesaurus is being made 
available by Photo-Lettering Inc., 
New York. 

Featured is SpectraKrome, a 
photographic color process designed 
for use in client presentations, fin- 
ished comps, tv cells, package de- 
signs, displays, etc. According to the 
company, SpcetraKrome converts, 
with photographic fidelity, black- 
and-white mechanicals, lettering, 
photo-lettering, type, Protype, line 
art and screen veloxes into multi- 
color prints or acetates, matching 
client specifications with precision. 

In addition, the supplement pre- 
sents a total of 150 new Photo-Let- 
tering alphabets. 

« + « for more details circle 533, page 135 


JOHNSON’S { WAX 


With a Bang . . . The commemorative 
seal adopted by Johnson’s Wax for use 
during 1961, the company’s 75th an- 
niversary year, has a red field enclosing 
a large “’75” in bold figures. Inside the 
“7” is an ancient artillery piece dis- 
charging a cannonball. An international 
sales conference in London will high- 
light the company’s celebration. 
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set it on the 


Fotosetter 


Warwick 


TYPOGRAPHERS, INC. 


920 WASHINGTON AVE., ST. LOUIS 1, MO. 


FREE TYPE BOOK— Big Fotosetter 
working manual containing Fotoset- 
ter faces plus Headliner and Flex- 
set samples. Write Dept. 102 today. 


Serving 43 states... overnight air delivery to your desk 


BEAUX ARTS STUDIOS 
30 North LaSalle St., Chicago 2, Ill. 


Please send us your Awards Catalog 


NAME __ TITLE 
COMPANY 
ADDRESS 


A ci. Sc 3 


Your Best Look In Awards-Certificates-Scrolls-Plaques. 
Your Best Buy For-Custom Design-Name Inscribing-Mountings. 


For one single item or many thousands. 
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reasons 
for selecting 
Black Box 
Collotype 
printing... 


1 Collotype printing is direct, screenless printing... the 
only printing process which reproduces continuous tones 
in Monotone, Duotone, or Full Color, with maximum fidelity, 
without a screen dot of any description. 


2 Collotype printing is ideal for continuous-tone pictures. 
Faithfully reproduces any type of artwork, photographs, 
drawings, paintings, and type matter. 


3 Collotype will reproduce any number of colors. Even the 
most delicate pastels or wash tints are reproduced with 
accuracy and fidelity to the original tone values. 


4 Collotype is excellent for the reproduction of printing 
jobs featuring large areas of picture value. In most cases 
Collotype is the most economical of all printing processes. 


5 Only Collotype translites are printed simultaneously on 
USE BLACK BOX COLLOTYPE PRINTING FOR both sides to give richness and depth of color so necessary 
REPRODUCING... in backlighted displays. 


Facsimile Photographs e P.O.P. Displays 6 Collotype is ideal for short runs of 100 to several 
e Paintings e Catalogs e Sketches e Visual aid thousand. Perfect for large size printing jobs on sheets 
materials e Drawings e Portfolios e Etchings up to 44” x 62”. 
e Ad Blow-ups e Posters e Sales Presentations i Bal ' 
e Brilliant, een high-fidelity translite 7 Collotype printing is the only alternative to actual photo- 
transparencies for backlighted displays. graphic reproductions .. . actually exceeds bromide quality 
when used for photographic-type enlargements or blow-ups. 
Collotype printing is a screenless, hi- 
fidelity method of reproduction. It is one 
of the major printing processes as letter- 


press or offset printing, but offers many WER HID 

additional and varied uses because of 

its sticality for short r rk at low 

nents coe BLACK BOX 

is large d printing run is several 

ae a COLLOTYPE STUDIOS, INC. 


PHOTO-GELATIN PRINTERS 


Get the facts on Black Box Collotype print- 4840 W. BELMONT AVE., CHICAGO 41, ILL. 
ing and how it can provide the quality you Telephone: AVenue 3-0262 
want within your printing budget. Write 
for descriptive literature, samples and name 


of the representative in your area. SALES REPRESENTATIVES IN ALL MAJOR CITY AREAS 
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A new tool for sales promotion 
men, the 8mm magnetic sound 
projector is worth serious con- 
sideration. This article tells why 
and what is available. 


By Robert B. Konikow 
A&SP Managing Editor 


Don’t turn up your nose at the 
8mm projector. Sure, you know it 
as the chief instrument of the home 
torturer who insists that you look 
at all his films of his children, or his 
last trip to some very dull place. 
But don’t be prejudiced, for the 
8mm projector, in its latest version, 
is about to become one of the most 
powerful sales promotion tools in 
the arsenal of the sales promotion 
man. 

What has done this? It is very 
simply the addition of a magnetic 
sound track to the familiar narrow 
strip of motion picture film. This 
is going to open new areas for the 
use of motion pictures by industry, 
and if your company now uses mo- 
tion pictures, you will find that this 
development opens new avenues for 
it; if you have not yet become in- 
volved, probably because of cost, 
you may find that the budget bar- 
riers are down. 


> The 8mm sound projector is not 
a brand new concept, although it is 
new as an entity. The optical part 
of the system is the familiar 8mm 


Advertisers Buying Guide 


projectors 


projector, used mostly for personal 
pleasure. And if you’re not very 
familiar with the 8mm _ projector, 
you don’t have to go very far to 
find one. According to a speech by 
Thomas W. Hope of Eastman Kodak 
Co., there are nearly 5,000,000 8mm 
silent projectors in the United 
States, and they are being produced 
and sold at the rate of 800,000 a 
year. This compares with 727,000 
16mm sound projectors in use, with 
an anuual manufacturing rate of 
perhaps 40,000 or 50,000. 

The sound part of the 8mm pro- 
jector is an adaptation of the now- 
common tape recorder. Advancing 
techniques have permitted a nar- 
rower and narrower stripe of iron 
oxide to carry the magnetic track, 
until it finally became narrow 
enough to be placed in the area 
along the outside edge of the 8mm 
film, between the edge and the per- 
forations. 

When the standard 8mm film has 
the standard — if narrow — mag- 
netic stripe added, and the projector 
incorporates both the ability to 
throw a motion picture on the 
screen and to use a magnetic head 
to read the variations in the sound 
track, you have the 8mm _ sound 
projector. 


> But now that you have it, what 
can you do with it? This is a good 
question, but let’s not get to its 
answer right away. There seems to 
be plenty that you can do with it, 
but the answers will become more 
evident as we examine the charac- 


EASTMAN’S Sound 8 


AGFA’S Sonector 
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SOUND EFFECTS 
Hi-Fi and Super 


Put life into your dramatic plays, skits, 
commercials, home movies. Use sound effects 
from the largest and finest library of its 

kind. Sounds of: Airplanes, Electra Prop-Jet, Boeing 
707, F-104 Starfighter, Regulus I, Missile Launching, 
Carrier Sounds, Autos, Music, Trains, Animals, House- 
hold, Industry. 13 classifications — 2000 real-life 
sound effects for professional or home use. Send 25¢ 
for complete 56-page catalog. 


NEW DEMONSTRATION DISC contains 14 sound 
tracks from our library: Rocket Blast-off, Space 
Sounds, Jets, Babies, Navy Mess Call (bugle), Police 
Car with Siren, Dogs, Weather, etc. 7” Microgroove, 
33-1/3 RPM, Vinyl, No. 7-130. Mail $1 TODAY 
for Demonstration Disc AND complete 56-page catalog. 


MP-TV SERVICES, INC. 
7000-L Santa Monica Bivd., Hollywood 38, Calif. 
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matic : 
projectors for point 
of sale and trade 
shows. We have desk top 
viewers for both slides 
and film strips — 
with or without 
sound, designed with 
your salesmen in DAV 
mind. For Information, 

Write Dept. A561 
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Presentation Panels 
12-page bulletin board for 


® Planning sessions 

® Sales meetings 

© Employee training 
Panels swing “like pages in a giant book’’, 
providing many times the display space of 
an ordinary wall-mounted bulletin board. 
SHOWN ABOVE: _ pedestal-type unit 
with twelve 22" x iy steel-framed composi- 
tion-board panels. ALSO AVAILABLE: wall 
and table-top models. man el sizes, sev- 
eral colors and finishes. O R USES: retail 
Seno. Directors’ meetings. conventions. 
lobby exhibits, advertising presentations. 
libraries, etc. Mail coupon for descriptive 
literature and prices. 


MULTIPLEX DISPLAY FIXTURE CO. 
Dept. A, Warne & Carter, St. Louis 7, Mo. 
Please send literature on Presentation Panels 
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MANUFACTURER 


Agia Inc. 
516 W. 34th St. 
New York 

Eastman Kodak Co. 
343 State Street 
Rochester, N. Y. 

Fairchild Camera & 

Instrument Corp. 

580 Midland Av. 
Yonkers, N. Y. 


Federal Mig. & Engineering 
Corp. 
1055 Stewart Av., Garden 
City, N.Y. 
Fuji Photo Optical Products 
111 Fifth Av., 
New York 
Lytle Corp. 
4121 Redwood Av., 
Los Angeles 66 


Paillard Inc. 
100 Sixth Av., 
New York 13 


Tandberg of America 
8 Third Av., 
Pelham, N. Y. 

Vicom 
70 Aberthaw Rad., 
Rochester 10, N. Y. 


MODEL 


\“ Sonector 


modified Elite 


Bolex Sonorizer 


Eli 


PRICE 


$389 37 lbs 


i“ Sound 8 Projector 


i 


S ee 
Fujica 8mm 


$250 


$350 


te “Talkie” 


Vicaudio Mark I 


i“ These models examined and tested 


teristics of the projector more close- 
ly. 

From the audience standpoint, the 
8mm sound projector comes close to 
duplicating the picture of the 16mm, 
within reasonable limits. In our own 
conference room, we found each of 
the four projectors we tested gave 
an acceptable picture. We could 
have shown the film to 12-15 people 
with satisfactory results. The size 
and brightness of the image might 
have been adequate for a room suit- 
able for an audience of 50, which is 
the figure generally agreed on as 
the maximum. 

With the lenses that came with 
the demonstration models we were 
furnished, the size of the image 
could be changed only by changing 
the distance of the projector to 
the screen. The Fairchild came 
equipped with an zoom lens, which 
permits you to change the image 
size without moving the projector. 
As the image was reduced, of course, 
it became sharper. Agfa expects to 
have zoom lenses available, and 
they can probably be obtained as an 
option with the others, especially if 


in 


the editorial office of A&SP. 


you make it a prerequisite of a 
quantity order. 

The quality of sound on all four 
projectors seemed to be satisfactory. 
Two of the units — Fairchild and 
Agfa had separate speakers, 
which could be placed in front of 
the audience, while the Kodak and 
the Elite had speakers built into the 
projector case. Even these two, 
however, were equipped with out- 
lets for plugging in an auxiliary 
speaker, available as optional equip- 
ment. 

While quality as a whole, com- 
bining picture and sound, might be 
considered less than what is offered 
by any of the 16mm units, it is 
sufficiently close so that the differ- 
ence is almost negligible, especially 
within the kinds of usage for which 
the 8mm projector might most log- 
ically be employed. 


> These, then, are the basic charac- 
teristics of the equipment. What are 
the advantages? Here are some of 
them that have developed to date. 


@ Light weight . Some of the 





WEIGHT 


28/2 lbs 


8MM SOUND PROJECTORS 


SPEAKER REMARKS 


8", in removable lid Reverse switch; two audio inputs 


10x2" oval, in projector Reverse and still switches; 


case; external speaker outlet put 


phono in- 


YOUR DISPLAYS 


with MOT/ON 


6”, in separate case but can add sec- 


if de 


Single audio input, 
ond track without erasing first, 
sired 


Sound head which attaches to upper 
reel of 8mm silent projector 


51/2x7 oval, in removable Zoom lens standard 


case cover; external speaker 


Attachment to add sound to Bolex M-8; 
can be adapted to other silent projec- 
tors; can add tracks one above pre- 
ceding ones; 118 frame advance 


in projector case; Current model threads on left; 


handed model expected soon 


right- 
external speaker outlet 


Self-contained rear-projection unit using 
Kodak Sound 8, with 9x12 screen; con 
tinuous magazine available 


projectors are considerably lighter 
than comparable 16mm units. The 
four available for testing checked 
out on our office scales from 21% 
pounds to 3634 pounds, compared 
with approximately 35 pounds for a 
standard 16mm optical sound pro- 
jector. If you exepct your projector 
to be more or less permanently in- 
stalled, then weight does not make 
too much of a difference. But if 
your projectors are to be carried 
around by salesmen, along with their 
attache cases, their catalogs and 
their samples, even a couple of 
pounds makes a difference. If you 
doubt it, talk to a salesman. 


e Low Cost . The element of 
economy is basic to the 8mm pic- 
ture, and runs through almost every 
item of use. The initial cost of the 
projector is lower, but that is only a 
beginning of shaving away costs. 
Since the 8mm film is half the 
width of the 16mm, you actually 
use only one-quarter as much raw 
stock for a production of a given 
length. But don’t jump to the con- 
clusion that your prints will cost 


you only one-quarter as much. 
They are less, but not by that much. 

There are a number of reasons 
for this. In the first place, labs have 
not as yet installed printing equip- 
ment for 8mm that is as effecient as 
what they are now using for 16. 
It is not quite as automatic. This 
means that labor costs are some- 
what higher. However, as labs be- 
gin to install more advanced print- 
ing methods, unit cost should start 
to fall. 

In addition, the magnetic sound 
track requires an additional step. 
When making a 16mm sound print, 
the picture and the sound track are 
usually printed simultaneously. No 
extra work, beyond the picture, is 
involved to get the sound. But on 
magnetic sound — and this is as 
true of 16mm as of 8mm magnetic 
— after the print is made and proc- 
essed, a magnetic stripe must be 
added and the soundtrack trans- 
ferred from the master to the new 
stripe. This additional handling off- 
sets, to some extent, the savings on 
raw stock. 

Another 


economy is in postage. 
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ANIMATED DISPLAYS 


SERIES FB 
Enclosed Helical 
gear motor -low 
cost, quiet oper- 
ation. 

Write for details. 
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How To Get Things Done | 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


*% Gives Graphic Picture—Saves Time, Saves 
Money, Prevents Errors 


Simple to operate—Type or Write on 
Cards, Snap in Grooves 


* 
*% Idec! for Production, Traffic, inventory 
* 


Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Fult price $49 with cards 


24-PAGE BOOKLET NO. R-300 
Without Obligation 
Write for Your Copy Today 


GRAPHICS SYSTEMS 


YANCEYVILLE, NORTH CAROLINA 
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The lighter weight of the film pres- 
entation is matched by light weights 
of reels and cans. It all adds up to 
smaller postage charges or an abil- 
ity to squeeze air mail into the 
budget, resulting in a need for 
fewer prints and more rapid de- 
livery. 


> The disadvantages of the new 
8mm sound film are, perhaps, less 
impressive. The largest objection is 
that the quality does not match 
that of the 16mm film. There is a 
tendency to fiddle with the fine 
focus, in an effort to get a sharper 
picture. To those of us used to the 
16mm picture, this is a disturbing 
factor. Laboratory technicians, how- 
ever, feel that improved emulsions 
and better processing will soon per- 
mit good quality on the narrower 
film. At any rate, the 8mm picture 
is normally adequate, especially if 
there is no attempt made to blow it 
up to too large an image. 

Another, and also temporary, dis- 
advantage is the scarcity of 8mm 
magnetic sound projectors. If you 
expect to provide projectors for 
each man who will show your film, 
this is, of course, no problem. On 
the other hand, if you expect to get 
your film distributed widely outside 
of your own organization, you had 
better stick to 16. There are not 
enough of the 8mm sound projectors 
— even for rent — to scratch the 
surface of the required distribution. 
This will change as more machines 
are manufactured and sold, but it 
will probably be a number of years 
before distribution is wide enough 
so you won’t have to worry about it. 

A disadvantage that the 8mm 
shares with the 16mm magnetic 
projector is that it is possible to 
accidentally erase the sound track. 
A user who inadvertently turns the 
switch to “record” can wipe out the 
sound. It can, of course, be replaced 
at the laboratory, but this is both 
an expense and a nuisance. As the 


Coming Next Month! 


demand grows, there will undoubt- 
edly be offered an 8mm sound pro- 
jector that cannot record. This 
would protect against the accidental 
(or deliberate) erasure of the sound 
track and would probably also re- 
duce the cost of projectors by sim- 
plifying the circuit and controls. 
However, this is a long way off, 
and it would still be of value only 
when your film is played on pro- 
jectors you furnish. It is most prob- 
able that  individually-purchased 
projectors will all have recording 
inputs. 

The use of 8mm sound projectors 
for television programming is ex- 
tremely limited. While there have 
been occasions for it, most station 
engineers feel that 8 mm is not yet 
of sufficient quality to stand up in 
comparison to 16. In addition, few 
stations are equipped for 8. 


> How is the 8mm sound projector 
being used? So far, there are only 
a few actual examples, for penetra- 
tion of the market is just beginning. 
But the first attempts to apply it in 
an actual sales promotion situation 
indicate some of the possibilities. 


e Insurance salesmen are using 
8mm sound films to make home 
demonstrations to their prospects. 
One of these is the Commercial 
Insurance Co., St. Louis, which has 
equipped its salesmen with Elite 
projectors. 


@ In New York, a commercial film 
producer, Color-Sound Inc., 480 
Lexington Av., has prepared a 
group of three pilot films designed 
for retail sales promotion. This will 
be exhibited in display windows in 
New York City stores. Fairchild 
equipment is being used to produce 
the lip-syne films and to project 
them in the store windows. 


@ The DoAll Co., Des Plaines, IIL, 
manufacturer of machine tools, has 
embarked on a program of equip- 


SMALL PREssEs 


And in the months to come: 


APPOINTMENT CALENDARS 
MATCHES 
Postace STAMPs 


PRESSURE-SENSITIVE 
MATERIALS 


TRAINED ANIMALS 


ADDRESSING SYSTEMS 





Paillard’s Sonorizer 


ping all its salesmen with a library 
of demonstration films on 8mm 
striped stock. The company has de- 
veloped a special unit, built around 
a Kodak sound 8, which has a rear- 
projection screen, plus a section to 
hold a selection of films. According 
to the company, it enables the sales- 
man to make more efficient use of 
his selling time. 


e KPHO-TV, Phoenix, Ariz., is re- 
puted to be the first commercial 
television station to use 8mm mag- 
netic sound equipment from start 
to finish to put a news story on the 
air. The station filmed a 7-minute 
interview on Fairchild’s new cam- 
era, processed the film on its de- 
veloping unit, and projected the 
negative with an 8mm sound pro- 
jector, reversing the image elec- 
tronically. 


e The 8mm can sometimes turn a 
hobby into a public relations tool. 
A case in point is Harris Sugar, of 
the Sugar Lumber Co., Flushing, 
N.Y. Mr. Sugar is an expert ama- 
teur movie maker, and has long 
taken a camera wherever he goes. 
Recently, he has been using a Bell 
& Howell automatic 8, and takes 
footage of anything pertaining to 
the lumber business. A magnetic 
stripe is added, and Mr. Sugar uses 
his Elite projector to add a sound 
track. The films are shown to cus- 
tomers and to business groups. 


These are just a few of the pos- 
sibilities. Easy demonstrations of 
machines and processes, simple 
messages from the president of a 
company to his scattered field 
forces, an inexpensive way of time 
study — all become more feasible 
with the lower cost of 8mm. 


> Much of the original production 
of films destined for 8mm distribu- 
tion will continue to be on 16mm, 
using standard and familiar pro- 
cedures. When the 16mm print is 
finished, including sound track, the 
film will be sent to the laboratory, 








Fairchild 8mm Motion Pictures 


A BRAND NEW WAY TO SELL 


Here’s a motion picture system that 
opens new opportunities for your 
sales force: Fairchild’s Cinephonic 
8 mm Sound Camera and Sound Pro- 
jector. They now make it financially 
and physically feasible to put the ex- 
citement of color, action and sound 
into your salesmen’s presentations. 


Many Uses: Other companies are al- 
ready using this camera and projec- 
tor for many kinds of lip-synchronized 
films, both color and black-and-white. 
Sales presentations. Equipment dem- 
onstrations. Trade shows. Training 
movies. Plant safety films. The list 
could go on and on—there are as many 
uses as there are ways of selling and 
information, teaching and training. 


Low Cost: Just $11 for color film to 
produce a 5-minute story. And the 
equipment: only $508 for the camera 
and projector together. 


Camera—Easy to Operate: Almost 
anyone in the sales or advertising de- 
partments can make good sound 
movies with the Fairchild Cinephonic 
Camera. It records sound directly 
onto a thin magnetic stripe on the 
film as you shoot the action. A built- 
in, rechargeable nickel cadmium bat- 
tery powers the camera and its tran- 
sistorized sound system. To work the 
camera, you simply set the volume 
level, aim and shoot. It’s that simple. 


Projector--Versatile, Simple: The 
projector has all the attributes of a 
modern tape recorder. With it, you 
can erase sound; or you can add 
sound over sound. For example, you 
can put your own commentary over 
previously recorded sounds, without 
erasing them. If the price of your 
product changes, you can change the 
sound track yourself. 

The 400-ft. reel capacity lets you 
show your own 20-minute sales movie 
to as many as 50 prospects at a time. 

Operation is simple. To thread, just 
follow the printed line on the projec- 
tor. A simple lever synchronizes 
sound with action. Two speeds: 16 
and 24 frames per second. 

The projector weighs only 24 lbs., 
so it is easy to carry to your cus- 
tomer’s office. It can become an in- 
tegral part of the routine sales call. 


Free Literature: For complete infor- 
mation on the Cinephonic 8 mm sound 
motion picture system, write to Dept. 
AR-5, address below. 


FAIRCHILD 
CAMERA AND 
INSTRUMENT 
CORPORATION 
580 Midland Avenue 
Yonkers, New York 


INCUSTRIAL PRODUCTS DIVISION 
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Vicom’s Vicaudio 


and 8mm reduction prints will be 
ordered. Here the optical part of 
the picture will be printed first, and 
then the stripe applied after proc- 
essing. The sound track will finally 
be transferred from the optical 
16mm track to the magnetic 8mm 
track. 

Just how this will be done is not 
yet standard through the industry. 
Some laboratories are making re- 
duction prints; a few are making a 
reduction negative, from which con- 
tact prints are made. Prints are be- 
ing made directly on 8mm stock, 
two across on 16mm stock, or even 
four across on 35mm stock, the lat- 
ter two being split after printing. 
Laboratories have not yet decided 
which process will give the most 
efficient results, and as yet there 
is no standard universally accepted. 

Mechanism for gang-duplication 
of sound tracks is being installed 
in many laboratories, and this will 
have an effect on both the cost of 
your final print and on the speed 
with which delivery can be made. 
Improved magnetic heads will also 
result in more rapid processing of 
the magnetic track. 

Original production on 8mm film 
will, it is generally felt, be limited 
almost entirely to internally-pro- 
duced film whose distribution is 
expected to be small. In effect, orig- 
inal 8mm production will probably 
be used only for films that report 
or show simple demonstrations. The 
main problem is that there exists 
very little editing equipment for 
this very narrow film. The market 
has been almost entirely for home 
movie-making, and the refinements 
that professionals demand are sim- 
ply not available. 

This situation will undoubtedly 
change. Kalart, for example, has 
released an 8mm silent projector 
that incorporates an editing screen 
and a splicer. But at the present 
time, if you are editing an 8mm 
production, you must improvise all 
animation, you cannot buy optical 
effects, and in general, you cannot 
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have the finishing touches that we 
have come to asume are the marks 
of the professional production. 

All the projectors on the market 
permit you to add sound to your 
edited 8mm print, whether it is an 
original 8mm or a print reduced 
from 16mm. None of the machines, 
however, are exactly alike in what 
they can do. The Kodak, for ex- 
ample, is the only one of the four 
tested by A&SP that has a reverse 
switch. This makes it simple to re- 
cord a sequence, play it back im- 
mediately, and if you are not satis- 
fied, to go back and do it over again. 
With the other machines, you must 
unthread the film, and roll it back 
to the place you want to see again. 

In most of the projectors, when 
you record a track, you automati- 
cally erase whatever you have 
previously recorded, much like the 
standard tape recorder. The Fair- 
child, however, has a lay-over set- 
ting by which a second track can 
be superimopsed on an existing 
track, with the earlier one being 
suppressed in volume. This means 
that a music track can first be laid 
down, while a commentary can be 
added, still keeping the music in the 
background. 

The Agfa has the ability, alone 
among the four machines test-run, 
of offering two inputs which can be 
mixed in the machine. Thus a music 
track can be placed on a tape re- 
corder, while the commentary can 
be brought in through the second 
input and mixed with the music. 


> Fairchild is unique in another 
respect. It has the only single system 
8mm camera on the market. In all 
the other makes, you take the pic- 


ture, edit it, add the stripe, and 
then put on your commentary. If 
you are skillful and patient, you 
might be able to dub in a short 
sequence and make it seem as if it 
were in lip sync. But this is a tick- 
lish operation. 

The Fairchild has the sound 
stripe applied to the film before you 
expose it. The camera incorporates 
a sound head, and you can catch 
the sound, in synchronization, as you 
shoot. The magnetic track is not 
affected by the development of the 
film. This means, for example, that 
you can set a Fairchild up on a 
tripod in front of the desk of the 
company president, photograph him 
as he addresses the camera, and 
end up with an inexpensive speech 
on film. Or you can show the op- 
eration of a machine, while an engi- 
neer explains what is happening, 
and get a straightforward report in 
a single operation. 

One handicap, at least at present, 
is that there are few laboratories 
which are equipped to make dupli- 
cate 8mm prints from 8mm originals. 
This limits 8mm _ production pri- 
marily to situations in which the 
original print, with normal editing, 
can take of all showings that are 
necessary. 


> Also available in the 8mm field is 
certain auxiliary equipment. At 
least two manufacturers, Paillard 
and Federal, have introduced aux- 
iliary sound heads. These can be 
attached to, or placed near, 8mm 
silent projectors to add sound facili- 
ties. Being separate units, they cre- 
ate some problems. They are not as 
convenient as a single unit. The 
Paillard, in particular, has one 


What Do 8mm Sound Prints Cost? 


The exact savings in making dupli- 
cate 8mm prints cannot be stated 
exactly, since no laboratory has 
reached what it considers the final 
and most efficient method. But as 
a guide, here are recent statements 
of three leading laboratories: 


“At the present time, 8mm sound 
color prints, in quantity runs, cost 
approximately 30% less than 
16mm sound color prints of equal 

running time.” 
—Geo. W. Colburn Laboratory, 
Chicago 


“Only comparative production ex- 
perience will establish the print 
prices. When laboratories start 
making 8mm prints in quantity, 


then intelligent price information 
will be available. Until more ex- 
perience can be gained, we are 
setting Calvin 8mm silent prices at 
about 50% of the 16mm price.” 
—Calvin Productions, 

Kansas City, Mo. 


“We'll use GFL 26-50 quantity 
rates on 16mm and some of the 
presently quoted quantity rates on 
8mm. Printing from a 16mm color 
internegative, a 100’ positive on 
l6mm is $7; the equivalent on 
8mm is $4. There’s one fooler in 
this: the 8mm price is for a very 
large quantity order.” 
—General Film Laboratories, 
Kansas City, Mo. & 
Hollywood, Cal. 
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major defect. On all other projec- 
tors, the distance between the pic- 
ture and the sound which corre- 
sponds to it ranges from 52 to 56 
frames. Adjustment within _ this 
range can be made by altering the 
size of the loop. In addition, the 
Fairchild projector has a device to 
make the changes while the film is 
running. The Paillard, however, 
which is designed for the excel- 
lently-made Bolex, uses a 118 frame 
advance, incompatible with any of 
the other pieces of equipment. 

A self-contained projecter has 
been introduced by Vicom. This is a 
unit that has been built around the 
Kodak Sound 8, which opens from 
a suitcase to exhibit a rear-projec- 
tion screen about 9x12”. It has the 
usual of advantages of rear projec- 
tion in not requiring as dark a room 
as with a standard screen. It also 
can be equipped with a cartridge 
holder for the film, so that it can 
be carried about with the film al- 
ready threaded, ready for immedi- 
ate showing, and without the need 
for rewinding between showings. 
On the negative side, the unit is 
heavy, weighing 40 pounds, and on 
the expensive side, with a list price 


of $695. 


> Should you use 8mm sound prints? 
If you are using movies today, and 
if the showings of your films are 
largely to small groups, and super- 
vised immediately by your own 
force, you ought to look into it very 
carefully. The savings on 8mm print 
distribution may soon make up for 
whatever new projection equipment 
you may have to buy, and the de- 
creased weight may actually in- 
crease the use of motion pictures 
on the part of your own people, 
giving you greater value from your 
production investment. 

Which projector should you buy? 
Each of the four machines we ex- 


SMRrRAnY 


amined seemed to us to be of high 
quality. There was little to choose 
from in the way of noise of opera- 
tion, ease of threading, quality of 
sound, brilliance of picture, or gen- 
eral standards of manufacture. But 
there were differences in weight 
and in special features. Some of 
these factors may be more impor- 
tant to you than others. If there is 
a lot of traveling, weight becomes 
more important. Service facilities are 
also worth investigating. 

You may want to consider buy- 
ing different projectors for different 
situations: one for a permanent 
location, another for production, a 
third for traveling. 


> But keep your eye on the 8. It 
promises to be a vigorous and effec- 
tive sales promotion tool. 44 


Pamphlet Tells Best 
Dictating Procedures 


A new pamphlet to help dictating 
machine users get the most out of 
the magnetic type of dictating ma- 
chines is being offered by the 
DeJur-Amsco Corp., marketing 
source in the U.S. and Canada for 


DeJur-Grundig Stenorette dictating 
machines. 

The pamphlet describes how to 
prepare material for dictation, how 
to compose effectively and how to 
overcome mike fright. An addition- 
al chapter deals with the transcrip- 
tionist and what she can do to make 
her job easier and more satisfying. 

Copies are available. 

- for more details circle 513, page 135 


New Firm Will Handle 
Stock Shots for TV 


Film footage, originally taken for 
use in sponsored motion pictures, 
may have an additional value as 
material for use on television and 
in non-theatrical movie making. 

An organization called Free- 
Stock-Shots, a division of Stock 
Shots to Order Inc., 550 5th Av., 
New York 36, has been developed 
to act as a clearing house for such 
film materials. 

According to a spokesman for the 
firm, “In almost every industrial, 
business and educational film al- 
ready completed and released there 
are scenes and sequences of signif- 
icant re-use value as ‘stock shots’ 
which can be incorporated in new 
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films or tv productions and spots. 

“There is a broad demand for 
this scattered material but to date 
no central clearing house has been 
organized for its collection and dis- 
tribution. Film producers will be 
encouraged to use these clips since 
no change is to be made to them and 
in exchange for the free promotional 
value of the scenes appearing in 
new productions, the original film’s 
sponsor will be asked to assume the 
charge for storage and handling by 
us. 

He said that such companies as 
travel services, airlines, railway and 
steamship companies, tourist com- 
missions and manufacturers of con- 
sumer products would be solicited to 
provide film clips for the new serv- 
ice, as well as other sponsors of mo- 
tion pictures. 44 


Harwald Says Immediate 
Film Splices Possible 


What is described as a “radically 
new chemical that bonds every film 
splice immediately, without any 
waiting whatever” is being mar- 
keted by the Harwald Co., Evans- 
ton, Ill. 

Harwald claims that “this new 
formula, as radically new as was the 
first dry ink, will make stronger, 
more dependable splices far faster 
than any other cementing agent in 
general use.” 

To prove the claims, Harwald is 
offering a free sample bottle of the 
chemical to A&SP readers request- 
ing one. 

. for more details circle 514, page 135 


Two New Units For 
Taylor-Merchant Corp. 


Mail-O-Vue is the title chosen for 
two new visual selling tools being 
marketed by the Taylor-Merchant 
Corp., New York. 

The standard Mono model is de- 
signed for use with 35mm film and 
can view up to four full color 
scenes simultaneously. This unit can 
also accommodate filmstrips. The 
Stereo Mail-O-Vue, the second unit, 
is designed to show up to six stereo 
three-dimensional pictures. 

Both units have been designed so 
that there is room for a sales mes- 
sage or logo. Both units fold flat 
to 3/16”. They are said to mail 
for 2¢. 

Presentation samples are avail- 


able. 
- + + for more details circle 515, page 135 





Each month, A&SP editors review films and 
filmstrips of interest to advertising and sales 
promotion men, to help them look at the field 
more critically, to improve standards and un- 
derstanding of the technique. Sponsors are in- 
vited to submit films for review. 


Sales Tool 


Highways—They Make America Great... 
15 min., sound color filmstrip, produced 
by Animatic Productions Ltd., 15 W. 46th 
St., New York 36, for Reynolds Metals Co., 
6601 W. Broad St., Richmond, Va. Avail- 
able from Reynolds. 


An effective filmstrip. Reynolds 
has an impressive sales message for 
highway engineers. The company 
says the economics, applications, 
beauty and safety of aluminum are 
such that it should be specified for 
all highway construction. And, if 
that won’t do, the filmstrip asks that 
at least one highway in an area use 
aluminum, implying that after this 
test, the users will be converts to 
aluminum from then on. 

Effective selling through the use 
of effective visuals such as photo- 
graphic backgrounds with cartoon 
art overlays. And, as long as we like 
this filmstrip so much, credit should 
be given for an intelligent script. E.s. 


Public Relations 


A Voice in Business .. . 13)/2 min., 
b&w m.p.; produced for IBM, 590 Madi- 
son Av., N.Y. 22 by Stan Russel Produc- 
tions, 245 W. S5Sth St., N.Y.; distributed 
by Modern Talking Picture Service, New 
York. 


A stockholder’s annual meeting is 
not the most inspiring subject for a 
film of general interest, but the 
producer has here succeeded in en- 
dowing his film with audience at- 
traction. 

It is a little hard to analyze just 
why he has been successful. The 
photography, while competent, is 
not brilliant. The editing is straight- 
forward; the continuity, simple. 
Perhaps the endearing characteris- 


tic is the avoidance of pomposity. 
The commentator isn’t overawed by 
his subject, nor does he try to over- 
awe the viewer with the importance 
of either the sponsor or the event. 

It simply takes the viewer be- 
hind the scenes of a large opera- 
tion, shows him things he hadn’t 
seen, or probably even thought of, 
before, and tells him what is hap- 
pening. The smooth efficiency of the 
company is taken for granted. 

This is a good example of a film 
doing its job better by not trying 
to do to much. R.B.K. 


Sales Tool 


Why They Buy ... 8 min., color motion 
picture, produced by On Film Inc., 33 
Witherspoon St., Princeton, N.J., for Alumi- 
num Co. of America, 1501 Alcoa Building, 
Pittsburgh. 


It seems axiomatic . . . Nobody is 
interested in aluminum closures but 
a buyer of closures. Ergo, if one is 
to make a film about them it should 
be solid, informative, hard-sell. 
However, witness the strange alche- 
my that imagination, creativity, and 
a dash of sophistication can work on 
even aluminum closures. 

The modern housewife is por- 
trayed in her usual wifely roles: 
mother, wife, chauffeur, handyman, 
siren, etc. Mostly, her day seems to 
consist of pushing modern housewife 
type buttons. So far, banalities. 

But the modern housewife is cos- 
tumed in dancers’ leotards and the 
part is played by an actress who is a 
good mime, and who has an expres- 
sively mobile face. Further, the 
props with which she is provided 
to enact her various roles are de- 
lightfully outlandish. Baby, in the 
form of a Raggedy-Ann doll, is 


Are 
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own for the benefit of our cus- 
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tility and efficiency to our produc- 
tion facilities. 


Why not consult us the next 
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shown in an old-fashioned carriage, 
as mother wrestles mightily with 
caps on baby food jars. 

A short in-plant sequence follows 
and then mother, baby, and alumi- 
mum closured jars return . . . this 
time baby is riding in a sleek red 
rocket. As femme-fatale, our mother 
image languors on a futuristic sofa; 
she presses a button behind the pil- 
low marked “hers” and a bar ap- 
pears — complete with “ordinary- 
closured” liquor bottles — filled with 
gaily swimming goldfish. Cut to fac- 
tory sequence, where the obvious 
advantage of “pilferproof” aluminum 
closures are extolled. 

And so on, until the end of the 
film when mother arrives at the 
supermarket, opens the rear door of 
her helicopter, and a conveyor belt 
swings into view, carrying case upon 
case of aluminum closured products, 
including such items as medicines 
and insect sprays in enormous quan- 
tities, into the family wagon. 

This film belongs in the insidious 
influencer category. The buyer of 
closures can’t help but be well dis- 
posed to listen to the next Alcoa 
salesman who calls on him. T.K.F. 


Sales Promotion 


@ Language of the Sixties .. 15 min I 
produced for A. B. Dick 
48, by 


Grant 


Chicag 
Dallas Jones oductions, 430 W. 
Pl., Chicago 14; igh A. B. 
Dick C 


available thr 


listributors. 


This filmstrip tells about the 
funny-looking figures you are be- 
ginning to see on your bank checks, 
and the A. B. Dick equipment that is 
used to put it there. The principle of 
magnetic ink character recognition 
is being more widely adopted in ac- 
counting circles, and it is an inter- 
esting story indeed. 

The only trouble with this strip is 
that it can’t quite make up its mind 
at which audience it is aiming. Os- 
tensibly for the responsible bank of- 
ficial, its explanation of the need for 
better check-handling seems far to 
elementary, and more suited to a 
group of customers or depositors of 
the bank. Then, when it gets into 
the specifics of check-printing, it 
becomes far too detailed for the lay- 
man, although the information it is 
then conveying is essential to the 
purchaser of the presses. Either ap- 
proach, without the other, would 
have made a better film for its 
audience. Combining two audiences 
like this does not lead to gaining 
two audiences for the price of one 
production. R.B.K. 
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Sales Tool 


Fury of the Winds ... 24 min., color mo- 
tion picture, produced by Knickerbocker 
Productions Inc., 1600 Broadway, New 
York 19, for Bethlehem Steel, Bethlehem, 
Pa. Available from Modern Talking Pic- 
ture Service Inc., 3 E. 54th St.,. New York 
22. 

When you see motion pictures of 
a hurricane in action, and listen to 
the terrifying sounds that go with 
the big wind, you can understand 
why so many of the ancients had 
to have frightening gods. How else 
could they account for the evil wind 
that was so destructive? 

Bethlehem is not interested in 
theology. It wants its steel to be 
used in construction and it stresses 
that steel has many qualities that 
allow it to be wind-resistant. The 
film shows how structures, using 
steel, can be built to withstand the 
force of the gale, flooding rains and 
pounding surf that together charac- 
terize the hurricane. 

The pictures show what so fright- 
ened the ancients and what has 
posed such a problem to owners and 
builders of buildings in the eastern 
part of the country where hurri- 
canes have struck in recent years. 
These pictures have an impact that 
no prose about a storm can match. 
You have to see them to understand 
how destructive the big wind can 
get. 

A good movie. It is a simple and 
direct presentation of cause and ef- 
fect and full of benefits for the pros- 
pective customer. E.S. 


Sales Tool 

. 30 min., color m 
tion picture produced by Portafilms, Or- 
thard Lake, Mich., for J. I. Case Co., Ra- 


Seeing's Believing 


cine, Wis. Film is available from J. I. Case 


An effective formula for a suc- 
cessful sales promotion picture is 
often a good product story told to 
the right audience. 

J. I. Case has followed that for- 
mula here. The company’s utility 
line of materials handling equip- 
ment is featured and the Case story 
is told in down-to-earth, nuts-and- 
bolts details with plenty of footage 
showing the equipment in use and 
in many of its applications. 

Case wants this film to be shown 
to prospective customers and here 
again it plays to the strength of a 
successful sales promotional film. 
Case doesn’t expect one film to do 
the job of many. There is no story 
here about the history of the J. I. 
Case Co. Out of the ordinary uses 


of Case equipment are ignored. You 
are spared pictures of “the good 
folks who serve you at Case.” This 
picture is meant to sell the utility 
line and it seldom gets too far away 
from that assignment. 

You should see this if you think 
a product story has to be avoided 
because it may be dull. Told to the 
right audience, a sales pitch is inter- 
esting. A special salute should be 
given to Felix Resnick for his music, 
music that helps give this picture 
emphasis. ze. 


Public Relations 


Ideas and Film . . . 10 min., color motion 
picture, produced by Telecine Film Studios, 
Inc., 100 South Northwest Highway, Park 
Ridge, Ill., for Bell & Howell; distributed 
through independent audio-visual dealers. 


Another in that category of won- 
ders-about-us-we-n e v e r-wonder- 
about — this film bills the motion 
picture as just about the greatest 
advancement since movable type. 
As the film unfolds, such wild en- 
thusiasm seems very nearly justifi- 
able. 

Bell & Howell has borrowed a 
number of the most exciting film 
sequences around, from industry 
and the U.S. Government, and has 
edited them into a totally absorbing 
ten minutes. Hitting hard on the 
special virtues of the motion pic- 
ture, the viewer is treated through- 
out, except for occasional shots of 
B & H projectors, to much of the 
more spectacular side of modern 
photographic techniques. Shots of 
the launching of a guided missile, 
and a catapulted pilot-ejection seat 
tumbling through space, are fol- 
lowed by examples of high-speed 
and time-lapse photography, photo- 
micrography, and a_ time-motion 
study. 

Concluding with an emphasis on 
the motion picture as a tool for 
communication — in industry, edu- 
cation, the armed forces — the film 
makes its sales pitch for movies as 
a universal language. 

It’s all very interesting, but some- 
what puzzling because “Ideas and 
Film” seems to be directed to 
everyone in general, and to no one 
group in particular. Though its 
avowed purpose is “to influence 
decision making people in industry,” 
it would be equally at home in the 
seventh grade classroom, or at a 
meeting of the local women’s club. 
Nevertheless, it’s very good public 
relations for the whole motion pic- 
ture industry, even though it will be 
hard to measure in terms of B&H 
projectors sold. T.K.F. 





Fabulous Milliken Musical . . . Almost a legend in business theater, the Milliken 
breakfast show draws SRO attendance from 25,000 fall fashion buyers each year in 
New York. It plays four days a week for three weeks with an 8:15 a.m. curtain time. 
Produced by SCI, div. of Communications Affiliates Inc., New York, the show is 
subsidized by garment manufacturers who are Milliken customers. 





High-Spot — Strolling Act . . . Pretty and well-known singer, Patty Clark, brings the 
Cities Service Show to the audience with a singing-strolling act. Other performers in- 
cluded Mel Allen, the Ivy Five singers, Peter Donald, the Jimmy Burns act, and a new 
kid, Bob Newhart. Low-budget show introduced company’s new advertising program 
to dealers and wives via three bouncy, lively hours of good entertainment. 


A look at the peculiar 
merger of Broadway 
and Madison Avenue to 
furnish a new 

sales promotion tool. 


By Bette Macon 
A&SP Associate Editor 


The lights dim. The curtain goes 
up. The music plays. The show goes 
on with opening night at nine in 
the morning and an audience who 
never pays. This is Business theater, 
the show with a new angel in the 
wings . . . big business. 

A hybrid of Madison Avenue and 
Broadway, the business (often 
called industrial) show is acclaimed 
by both as a lifeline to profits. 

Show business, suffering from the 
onslaught first of movies, and then 
of television, hails it as a blood 
donor. It provides a growing climate 
for new talent while nurturing al- 
ready established professionals who 
might leave the field if it were not 
for the extra money to be found in 
the business show. As one old-time 
showman, now an ad agency execu- 
tive, said: “The industrial theater 
is keeping show business alive. 
Without it musicians, dancers, sing- 
ers and all the rest would have to 
give up the field, leaving it to the 
few who make it to the top money 
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TWA Show 


While there is no such thing as 
a typical business show, the fol- 
lowing case history can be con- 
sidered as representative of one 
type: 
Client — Trans World Airlines 


Producer — Nina Little, Jack Mor- 
ton Productions, New York 


Location — Kansas City, Oct. 20, 
1960; Paris, France — Oct. 27, 
1960. 


Audience — District and _ traffic 
TWA managers from every region 
in U.S. and Europe. 


Reason For Show: To tell the audi- 
ence, in an entertaining way, just 
what the TWA operation program 
would be for the winter season. 





brackets.” 

As an example of what he meant, 
Coronet reported in June, 1960, that 
a conservative estimate showed 
business theater hiring over 2,000 
performers in 1959 who were used 
in shows costing over $15,000,000. 


> Why? Well, certainly not because 
big business is running a sideline 
charity for performers. Today, with 
cost-cutting fever running through 
the veins of every big company, ex- 
ecutives still look at the business 
show as a worthwhile investment. 

The answer lies in communica- 
tions and a peculiar sales problem 
which faces management today. The 
hardest sale a company has to 
make is selling its own employes... 
especially its sales force. And, since 
the line of employes is a necessary 
bridge between management and 
the public it wants to reach, sell- 
ing the employe becomes increas- 
ingly important even while it be- 
comes more difficult. 

As Myron Sanft, SCI Div. Com- 
munications Affiliates Inc., New 
York, said in a speech, “The Big 
Show in Sales Promotion,” this new 
salesman of today is “more secure, 
more sophisticated, has less loyalty, 
more complex selling problems, and 
fewer individual customers.” 

Gone are the days, according to 
Mr. Sanft, when a company can 
win with the old daily pep talk, or 
the “singing meetings” in which 
the company loyalty song is sung as 
the salesmen march out the door 
each morning. Today’s sales man- 
ager plans meetings for salesmen he 
barely knows, seldom sees. Yet the 
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Producer’s Problem: To incorpo- 
rate an abundance of facts, figures 
and statistics representing 11 de- 
partments in the airlines plus trav- 
el agencies, tours and cargo. 


Type of Show: A musical revue 
with 25 musical numbers and 10 
skits plus staged production num- 
bers showing what each depart- 
ment planned to do about the 
“Winter Problem.” 


Audience Approach: Loose revue 
format with a central character as 
a comic question man. Show theme 
was “the TWA salesman is a many- 
hatted individual.” Skits helped to 
get over statistics in memorable 
and entertaining way. 


meeting must be potent enough to 
activate the salesman by filling him 
with enthusiasms and ironing out 
his problems. And frequently he 
must plan a meeting for employes 
who are brought, at great expense, 
to an annual meeting. Here, he 
must train, chide, and infuse enough 
new sales energy to last the employe 
for a year ... and he must do it 
in a few hours. 


> This is the spot for a business 
show . . . management’s most glam- 
orous sales promotion tool. 

When a company must influence 
its key men into a desired frame 
of mind and resulting action, it is 
in danger of producing as much 





negative response as positive. 

Too much information in too short 
a time, necessary criticisms of em- 
ploye attitudes or actions, tiresome 
presentations can easily send the 
men away from the meeting with 
hostility, lessened business drive, 
and a feeling of fatigue about the 
whole business they’ve just seen 
and heard. 

The business show gets the same 
points across with ease and success 
because it incorporates’ acting, sing- 
ing, dancing, humor, color, drama 
... the ingredients of good theater. 


> For example, meetings in which 
distributors must be prodded out of 
complacency to fight rising competi- 
tion are old headaches to sales man- 
agers. Put it into a funny skit, in 
which the main character does all 
the same wrong things in a humor- 
ous and exaggerated manner, and 
the distributor gets the point with- 
out resentment, laughing all the 
harder because of the truth behind 
the skit. 

Or incorporate it into a song. As 
Fred Niles, president, Fred A. Niles 
Productions Inc., Chicago, points 
out: “A song covers a lot of ter- 
ritory when criticizing without 
bringing a hurt feeling reaction. All 
types of business facts, even those 
not so pleasant, can be conveyed 
in a play or by song without creat- 
ing illwill.” 

But this is not the only use for 
an industrial show. Speeches can 
be worked in as part of the show, 
hitting the points quickly at the 
most effective spot. Frequently they 
are aimed at the cast, rather than 
at the audience. They then become 
part of the excitement of the show, 


Continental Motor Show . . . Outdoor extravaganza was staged in back of track 
across which tractors, farm machinery, etc., were displayed at intervals. Show was 
produced by Chicago talent agent & producer Reginald Voorhees, who frequently 
teams up with Chicago admen to produce industrial theatricals. 





not endured deadwood. Product 
presentations are dramatized to the 
point where they become the high 
spot of the show. Presented this 
way, the salient sales points, in- 
novations, specifications fit in easily, 
receiving retentive attention. 


> Add to all of this revolving stages, 
colorful scenery, pretty girls and 
you’ve got a show which, accord- 
ing to the way it was planned 
originally, can do a variety of jobs: 


® Introduce new products; 


@ Explain recent company develop- 
ments which will need employe co- 
operation in the future; 


® Sell company sales plans and pro- 
motion campaigns; 


® Train salesmen in better selling 
techniques; 


e Recreate better employe attitudes 
in connection with sales or service 
problems. 


These are just a few of the ways 
the business theater can be put to 
work for a company. There are 
many others including one facing 
a number of companies recently. 
The story of the “off” year, when 
the product isn’t new, the new 
models not that much different, and 
the sales picture is sagging a bit. 
Here, more than ever, some com- 
panies feel the business show can do 
a job for them. This is where the 
enthusiasm engendered by it can be 
the most useful. As one executive 
reported: “It’s easy to be enthusias- 
tic when it’s easy to make a lot of 
bucks, but this year we had to give 
them new belief in their product 
all over again. They came in drag- 
ging; they went out with their pen- 
cils over their shoulders.” 


> Prices for these shows can get 
into the astronomical brackets with 
estimates going as high as a million 
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and a half. On the other hand, a 
good business show can be produced 
for as little as ten thousand . 
sometimes under. It partially de- 
pends upon the producer. Some 
won’t touch a show for a $10,000 
figure . many more will do a 
good job, providing the client com- 
pany follows recommendations. 

The higher-priced shows have 
usually been those of the automo- 
tive companies and much of this 
high-bracket figure has come about 
because of the tremendous com- 
plications in staging and showing 
the new car models. Also, most of 
these shows are “travelers” going 
from city to city thereby upping the 
costs, considerably, from the one- 
location show. 


> How to get such a show produced 
is a problem for many prospective 
clients. Some try to put on such a 
show themselves. This is, at best, a 
foolhardy venture. Others simply 
throw it in the lap of their agencies. 
Still others call in a_ theatrical 
agency. 

Both of these last two cases are 
sometimes good, sometimes bad. 
Since the business show is a hybrid 
after all, incorporating both theat- 
rics and sales promotion, it needs 
a hybrid producer. 

The theatrical agency with no 
more contact with the business 
world than the supplying of banquet 
performers or a trio for a press 
party can’t do the job. Entertain- 
ment, even though a vital factor 
still must be only a means to an end 
in the industrial show. And that end 
is communication from manage- 
ment to employes. 

A speech by a top executive, fol- 
lowed by a comedian, dancing girls 
and a trio, followed by another 
speech by another top executive is 
just that. It is not a business show 
and that guy out in the audience 
is justified in thinking the enter- 
tainment was swell but the speeches 
were dull. 

On the other hand, the adver- 
tising agency knows the sales pro- 
motion and communication problem 
very well but will get lost in a maze 
of staging, choreography and talent 
problems. 


> There are, however, many ex- 
showmen in advertising agencies. 
These are gold mines for the pro- 
spective client. If the company has 
such an agency man on tap, its 
worries may be over. This man may 
know the right people to hire for 
all the specialized talents necessary. 

And there are many specialties 
called into play during the produc- 
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The Extra Act . Bob Newhart, 
performing in Cities Service show, 
proves today’s low-budget talent may 
be tomorrow’s headliner. Looking for 
work, he dropped into Fred Niles 
Studio at casting time. Niles people 
thought he was a nice kid, hired him 
for $125 as extra act. He wrote his 
own skit, was hit of the show, and 
soon after rose to celebrity status. 


tion of a live show. Take the writ- 
ing alone. The best media writer in 
the country may write a script that 
reads well, but playing it out is a 
different story. It takes the peculiar 
kind of visualization inherent in 
show people to produce a successful 
script. 

Fortunately, there are many 
working teams of ad agencies and 
show producers who bring each 
other into thé picture, blending both 
talents into a successful business 
show. A talk with the agency about 
its talent background for such a 
production should clarify the situa- 
tion. 

This problem is lessening as the 
popularity of the business show in- 
creases. More and more agencies 
are seeing the necessity of combin- 
ing talents with good producers; 
some of the big ones have added 
special divisions equipped to handle 
such a production. 


> The other answer is for the client 
or his agency to contact a company 
specializing in such productions. 
When such a company is commis- 
sioned to put on a business show, 
the client has just put some of the 
following specialists on his staff: 


@ Playwrights, composers, choreog- 
raphers; 


e Stage, casting, and musical direc- 
tors; 


e Lyricists, costume and scenic de- 


All these, plus the entire pro- 
fessional world of singers, actors, 
dancers, are now at his disposal. 
These experts, knowing the required 
communication message to be pre- 
sented, and the amout of money 
the client wishes to spend, will 
come out of a creative huddle with 
a proposal. If the client approves 
of their first ideas, they then learn 
as much of the client’s problems 
as possible by visiting the plant, 
talking to engineers, salesmen and 
the like. From these conferences, 
the final script is drafted and the 
show begins to take form. 

A producer-company such as this 
will need from two to four months. 
It can do it faster if it must but it 
doesn’t like to, since such pressure 
lowers quality and raises costs. 

Much the same procedure is fol- 
lowed by the small agencies able 
to handle such a show. But the main 
features of a company specializing 
in producing such shows are: 


e It has the talent right at hand; 


e It is not sandwiching the show 
between many different kinds of 
activities with the staff having to 
steal time to produce it. The staff 
is there to produce such a show 
and swings into action smoothly 
and swiftly. 


>» All producers — whether large 
or small — are agreed on certain 


points they consider 
show’s success: 


vital to a 


e A budget should be established in 
the beginning. 


@ Hidden expenses of producing 
such a show should be considered: 
travel, hotels, invitations, etc. 


e Have the theme — or audience 
message — clearly defined in the 
first planning stage. 


® Don’t add unnecessary speeches 
that may detract from the theme. 


© Plan it early. 


® Keep entertainment, for enter- 
tainment’s sake alone, out of it. The 
entertainment should be an integral 
part of the show — not an added 
attraction. 


® Use the real thing whenever pos- 
sible: the real product, real sales 
promotional materials that will be 
available, rather than pictures. 


> The final result of the business 
show is goodwill, enthusiasm and 
cooperation the employe takes back 
to his job long after the curtain’s 
been down and the pretty girls and 
songs are but a memory. 44 
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Bully Bragger 
Chattanooga's 


Biggest Booster 


A campaign to build tourism and 
a feeling of self-importance is built 
around a mythical cartoon character. 


Real-Life Replica . . . This 11-year old 
boy, selected as the one who looked 
most like the cartoon character, par- 
ticipates in promotional 
throughout the entire year. 


functions 


By Rick Krepala 


Two years ago Chattanooga, Tenn., 
began hitching its promotional star 
to a freckle-faced boy named “Billy 
Bragger.” As a fictional “identifiable 
character” Billy has since become 
the cornerstone for all the coor- 
dinated efforts to push the tourist 
and industrial potential of this city 
of 300,000. 

Now is a good time to review the 
promotion. With two successful 
campaigns completed, the cost fac- 
tors are down to predictable levels, 
objectives and spheres of responsi- 
bility are set. Besides, an estimate 
of the effectiveness of the “Bragger” 
promotion is now possible. 


> The chain of events which started 
the “Bragger” character was inad- 
vertently started by an unnamed 
local gas station attendent who told 
a tourist there was nothing to see 
in the Chattanooga area. This is the 
kind of incident that can pull the 
props out from under any adver- 
tising program. Fortunately the 
Visitor’s Bureau heard about the 
story, realized local people were 
saying this sort of thing more than 
once. 

“Obviously, Chattanooga citizens 
did not know what we had for 
tourists to see,” said Bob Elmore of 


the Junior Chamber of Commerce. 

Gradually the idea that local cit- 
izens should be bragging about their 
city evolved into the small boy, 
dressed in a Confederate uniform 
extolling the virtues of the city. 
Billy Bragger was born for use 
locally and spent most of his first 
year selling Chattanooga to its own 
citizens. 


> Many industrial cities with in- 
cidental tourist attractions face the 
same problem today. Local people 
never think of their city in terms 
of places to go and things to see. 
For example, Chattanooga indus- 
tries pour out over 300 varied prod- 
ucts; rail and truck lines make it a 
transportation center while an ac- 
celerated plant building program is 
making it one of the business giants 
of the south. 

Yet on the other hand, Chatta- 
nooga is also a major tourist town. 
Over a million and a half visitors 
drop some 30 million dollars into 
Chattanooga’s economy every year. 
A rich history — based mostly on 
Civil War battle sites — attracts 
many. So do the nearby scenic at- 
tractions of the Smoky Mountains. 

Tourist advertising in the Chatta- 
nooga area is big business too. One 
attraction, famed Rock City, spends 
half a million dollars a year on its 
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three word message (See AR, May 
1957). All through the south “See 
Rock City” signs and billboards 
beckon tourists toward Chattanooga. 
Add to this the expenditures by 
Ruby Falls, motels, fishing and 
the total spent on tourist advertis- 
ing from this area reaches well over 
a million and a quarter dollars. 

Reviewing these figures one 
Chamber of Commerce official re- 
marked, “And one guy in a gas 
station can louse us up.” 


> Organizing quickly, and loosely, 
they set a number of projects in 
motion. It is interesting that while 
new projects have been added to 
the general theme none of these 
original ideas were dropped. Here 
is how it is done: 


1. The mayor proclaims May as 
“bragger” month each year. Citizens 
are urged to write to friends telling 
them about the virtues of Chatta- 
nooga. 


2. A push is made for extensive 
press, radio and television coverage 
of the scenic attractions in the city. 
As an example, the travel section 
of the papers will carry stories 
about the area instead of the usual 
pieces on Europe or the Carribean. 


3. Offered to any organized group 
within the city is a speaker and pro- 
gram. Subject: Chattanooga, of 
course. Sometimes a speaker is dis- 
patched to a PTA or church meet- 
ing without an invitation. 


4. Publicize a “see your city” cam- 
paign. Free admissions to some of 
the attractions are given to persons 
who operate services along the ma- 
jor highway routes. A “royal tour” 
was given last year to a mother and 
her young daughter who had never 
visited any of the nearby tourist 
attractions. Complete local coverage 
of the day-long outing was carried 
by all media. 


5S. Establishment of an area-wide 
amateur photo contest. Pictures 
submitted must show Chattanooga 
—either the scenic or the industrial 
side. Prizes are donated by the 
sponsoring camera and department 
stores. Pictures submitted become 
the property of the Visitor’s Bu- 
reau. Some from past contests have 
seen use in brochures or press re- 
leases. 


6. Sponsor a “Billy Bragger“ con- 
test. Object: to find the Chattanooga 
youth who most resembles the car- 
toon. The winner represents the city 
at various functions throughout the 
year — is available to private busi- 
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ness for openings, special sales and 
the like. 

These various projects are all tied 
together with the “Billy Bragger” 
cartoon. Actually the cartoon now 
turns up in many advertising pro- 
grams not directly connected with 
the original “sell yourself on Chat- 
tanooga” idea. 


> But even in its early stages the 
tangible results were evident after 
only a few weeks. Several attrac- 
tions reported up to a 60% jump 
in visits by local people. For a short 
time after the initial “Bragger” 
campaign, the requests for informa- 
tion coming into the Visitor's Bu- 
reau from local people outran those 
from outside the area. Motel op- 
erators who had never given much 
thought to promoting the area began 
requesting display racks with bro- 
chures of local points-of-interest. 

The campaign this past May was 
even more successful than the one 
the previous year. Tom Erwin, 
president of Lookout Advertising, 
believes the character has captured 
the imagination of the public. A 
small boy can snap his suspenders 
and get away with bragging, he 
reasons. The decision to make 
“Bragger month” an annual affair 
— held each May before the start 
of the tourist season to whip up en- 
thusiasm — was made this year. 

Participation by private industry 
was up too. The local transit com- 
pany painted the cartoon on several 
of the buses — plans to run them 
all year — and is considering using 
the figure on all its vehicles. 

Added this year too were bumper 
strips. Each season vacationing 
motorists brought back stickers 
from areas they had visited. Why 
not carry Chattanooga stickers to 
those places instead? The idea 
worked fine. 


>’ Tom Boylan, former executive 
director of the Visitor’s Bureau ex- 
plains the phenomenal success of 
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Duffy, | thought you understood when 
1 put you in charge of long range 
plans. 


the program this way: “Everybody 
loves a kid. We can humanize our 
promotional effort in a way that 
few cities can. Most cities have only 
ideas to sell — The City of Brother- 
ly Love, The Mile High City, Gold- 
en Gate, — are examples, but we 
have taken a page from successful 
consumer advertising and have been 
able to capitalize on the appeal of 
a small — though boastful — boy.” 

The eleven year-old youngster 
selected as Billy Bragger for this 
year fits the character to a “T”. A 
good “salesman” with a winning 
smile, he quotes memorized facts 
about Chattanooga’s greatness in 
such a way as to make them pal- 
atable. No prize or payment is made 
to him other than the honor of rep- 
resenting the city as “Billy Brag- 
ger.” When business firms wish to 
use his services they make their 
own arrangements — through the 
Visitor’s Bureau and the boy’s fam- 
ily. 

Outside business firms are invited 
to participate to the full extent of 
their budgets and interest. If a 
manufacturer wants to use the 
“Bragger” cartoon in a mailing piece 
the permission is granted. If a mer- 
chant wants to use the “Bragger” 
theme in his ads, the cartoon is 
made available to him. Often a per- 
sonal appearance by the “real” Billy 
Bragger is arranged. 


> But the right to participate in the 
theme is not given out haphazardly. 
Firms using the cartoon must, in 
the words of one official, “be a 
credit to Chattanooga.” In addition, 
to avoid any possible criticism, the 
boy portraying “Billy Bragger’” is 
never allowed to attend any func- 
tion where liquor is served. 

Mr. Boylan has some definite 
reasons on why the sponsoring 
groups should “appear” not to exert 
too much control over the idea. 

“Our success,” he says, “is due 
largely to the fact that we allow 
almost everyone to get into the 
act. Everyone is enthused because, 
seemingly, there are no bosses. We 
could not obtain the same degree of 
enthusiam if we tried to control 
things with an iron hand.” 


> For all its effectiveness a surpris- 
ingly small amount of money is 
spent. All prizes are donated. The 
free trips and admissions are, of 
course, given by the participating 
businesses. Press, radio and tele- 
vision coverage is free but does 
help generate interest which pro- 
duces advertising revenue from 
firms “tagging onto” the theme. 
Actual expenditures by the Visi- 
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tor’s Bureau came to less than $1,000 
for this past campaign. Most of that 
money was spent in making con- 
tacts with firms to use the “Brag- 
ger” idea and in coordinating the 
efforts of those who did participate. 
The Junior Chamber of Commerce 
and the Chamber of Commerce it- 
self spent only about $300 each for 
their part in the program. The art- 
work for the cartoons is solicited 
from six different company artists. 
The sponsoring organizations need 
spend little money to get a cam- 
paign like this in motion. Accord- 
ing to Mr. Boylan their chief func- 
tion is to lend their weight, prestige 
and give their stamp of approval to 
the idea. As in this case, the Visi- 
tor’s Bureau, Chamber of Com- 
merce and Jaycees worked together 
in order to give the idea a “public 
service” mantle. Most of the money 
spent by the Visitor’s Bureau, for 
instance, went for the mimeograph- 
ing of bulletins telling various 
groups what others were doing. 


> Two lessons stand out from this 
more-or-less community effort to 
sell itself. First is the old axiom 
that the people within an organiza- 
tion must be enthusiastic boosters 
of a product or service, otherwise 
they are apt to negate advertising 
efforts. As in the case of Chatta- 
nooga, millions of dollars worth of 
advertising could go down the drain 
simply because local people spoke 
disparagingly about their city to 
tourists. A person within an or- 
ganization — no matter what his 
views — always speaks with the 
authority of an “insider.” 

Secondly: If the advertising is 
whipped to a pitch with superlative 
terms a light-handed humorous ap- 
proach will take the sting off the 
bragging. A mountaineer, a south- 
ern colonel or a confederate soldier 
(all characters discarded before the 
small boy idea came along) would 
not have the deft touch of a freckle 
faced boy. 

Any and everything that can use 
the “Bragger” imprint interests the 
committee at the Visitor’s Bureau. 
Recently authorized were silicon 
shoe rags — playing on the “Chatta- 
nooga Shoeshine Boy” angle. Thin 
paper “sponges” that swell up on 
contact with water are distributed 
by a real estate firm. The premium 
shows how “Billy Bragger” swells 
with pride at the mention of Chatta- 
nooga. Currently under considera- 
tion is a give-a-way paper train: 
idea is to hitch onto the “Chatta- 
nooga Choo-Choo.” 


> While the Visitor’s Bureau will 





probably not buy a penny’s worth 
of these items directly they will 
act as a clearing house for ideas 
that come in. They will also at- 
tempt to avoid duplication; will rec- 
ommend items to participating firms 
that fit into the over-all picture. 
Since they, along with the Chamber 
of Commerce and the Jaycees, con- 
trol the use of the cartoon, they dic- 
tate which items can ride the “Billy 
Bragger” star. 

Heading for the third season of 
what looks like a long career, the 
pert little cartoon character is full 
of confidence that, as Chattanooga’s 
official spokesman, he can sell the 
city to the traveling public. “In 
fact,” says one of his creators, “he 
is almost to the point where he can 
stop bragging and start boasting.” 

44 


Booth Visitors Star 
As Machine Operators 


The chance to put a $400,000 
machine through its paces was of- 
fered visitors to the Harnischfeger 
Corp. booth at an American Mining 
Congress convention in Las Vegas. 

Using an ingenious combination of 
machine controls and filmed action, 
the Harnischfeger exhibit put the 
visitor in the operator’s seat where 
he donned a set of headphones and 
started to manipulate the machine’s 
controls according to instructions he 
received by phone. 

As the viewer becomes the op- 
erator in effect, a specially filmed 
movie (rear-projected against a 
screen set in the position normally 
occupied by the operator’s wind- 


Novel Exhibit Stunt . . . Ingenious blend- 
ing of machine and movies makes visitor 
to Harnischfeger Corp. exhibit feel he’s 
operating huge shovel seen in back- 
ground. 


Endo’s Hospital Exhibit . 


— Se OS ao 


. . Self-contained unit for physicians includes three panels 


that hold product information and samples. A picture light on the top of the middle 
panel illuminates entire unit. Unit weighs 10/2 pounds, measures 24x30.’’ Produced 


by Portable Display Exhibits, Lodi, N.J. 


shield) showed the machine ripping 
eight cubic yards of ore from the 
earth with a single bite of its steel- 
toothed bucket. 

Since the filming was made from 
the operator’s position in an identi- 
ical giant shovel stripping copper 
ore in Arizona, the film provided 
the viewer with the sensation of 
actually operating the unit under 
true mining conditions. 

A tie-in promotion with the booth 
display was the awarding of authen- 
tic scale models of P&H excavators 
and truck cranes. These were given 
away every half-hour through 
name-drawings. 44 


New Display-Maker Model 
Offers Variety of Benefits 


A one-piece, ready-to-use exhibit 
that offers up to 70 feet of display 
space has been introduced by De- 
sign and Production Inc. 

The new unit “DG-60” has four 
pegboard panels of 28x40” each, 
color-lacquered on both sides in 
white, black, red, and yellow. Both 
sides of the panels can be used for 
displaying photos, maps, booklets, 
ads, product packages, etc. Equip- 


ment includes display fasteners, 
pegs, cut-out letters, instruction 
manual, removable title-boards and 
two aluminum swivel-lights with 
flood bulbs. The unit is also fur- 
nished with an aluminum suitcase, 
removable legs, and a_ three-way 
outlet box with long power cord. 
Weight is 100 pounds. 

Complete information can be ob- 
tained from Design and Production 
Inc., 826 Slaters Lane, Alexandria, 
Va. 44 


I'm too busy to come home for dinner 
tonight, dear, I'm just having a little 
snack in the office. 


May 1961 * A&SP + 





Buy CGpuide and Imdex of 


Art & Photography 


Colind Photography Inc. 53 
Cor na Color Stud 2S 134 
Mack, Douglas 53 
Major Photo Co. 50 
Multi-Ad Services Inc 46 
Quantity Photo Co. 46 
Rik Shaw Associates Ltd. 53 
United Press International 48-49 
Volk Jr Harry Art Stud ° 12 
World Color Inc. 47 


Art Supplies 


Bienfang Paper Co. Inc 

Brown Arthur, & Bro. Inc. 
Crescent Cardboard Co. 
Para-Tone Inc. 

Prestype Inc. 


Awards, Plaques & 
Trophies 


Arlen Trophy Co. Inc 
Beaux Arts Studios 


Balloons 


Oak Rubber Co. 


Banners, Pennants 


Hollywood Banner 25 
Pratt Poster Co 112 


Binders, Catalog Covers 
Amer 


Co 
Belford Co. Inc. . 


can Thermoplast 


Binding Equipment & 
Materials 


du Pont de Nemours 
& Co. Inc 


Comic Books 


Herman, Vic, Product 


Inc 


Control Planning Aids 
Graphic Systems 
Copywriting Service 


Copy Shop 
Decals 


Allied Decals Inc 80, 134 
American Decalcomania 

Co 78 
Barron, J. G., Decalcomania 

Co 134 
Fraser, W. N., Co 80 
Grafco Decalcomania Inc. 134 
Labels & Decals Inc 80 
Multi-Color Process C 80 
Palm Br Decalcomania 

Co 80 
Printina 

Co. 53, 80 
Weisz Decalcomania Inc. 134 


creen Process 
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Direct Advertising 


Brodie Advertising Service .. 66 
Cupples-Hesse Corp. 69 
Dean-Forrest Co. 134 
Drey, Walter, Inc. 94 
Du-Plex Onvelope Corp. 66 
Marvic Adv. Corp. 118 
Palette Service ~ — 
Tension Envelope Corp. 22 
United States Envelope Co. 26 


Display Materials 


Hollywood Banners 25 
Kleen-Stik Products Inc. ....5, 77 


Display Motors 


Triangle Mfg. Co. 
Vue-More Corp. 


Displays, Window & 
Store 


Black Box Collotype Studios 
ing. .«« 108 
Fredrick Photogelatine Press 
Inc. 7 
Hollywood Banners 25 
Indiana Wire & Specialty 
Ce. fac. . 119 
Multiplex Display Fixture 
Co. . 
Pratt Poster Co 
Weber Plastics Inc 


Displays, Wire 
Indiana Wire & Specialty 


Co. Inc. 
Moore, Wm. F. 


Duplicate Plates 


Progress-Hanson-Progressive 
Group 


Envelopes 

Cupples-Hesse Corp. 
Du-Plex Onvelope Corp. .... 
Tension Envelope Corp 
United States Envelope Co. 
Whiting-Plover Paper Co. 


Exhibit Builders 


Gardner Displays C 
Hartwig Displays 


Fluorescent Inks & 
Materials 


Radiant Color Co. 


Gravure Services 


Collins, Miller & Hutchings 
Ine 56 


Imprinting 
Sersen's Imprinting 
Indexes 


Aigner, G. J., Co. 


Inks, Screen Process 


Naz-Dar Co. 


Radiant Color Co. 
Labels & Tags 


Brown-Bridge Mills Inc. 67 
Crocker, H. S., Co. Inc. ... 68 
Dennison Mfg. Co. 38 
Kleen-Stik Products Inc. ....5, 77 
National Tag Co. ; 6 
Paramount Paper Products 

Co. 41 
Rothchild Printing Co. 134 


Lettering Devices 
Varigraph Co. 
Lettershops 


Brodie Advertising Service .. 66 
Mailing Lists 


Drey, Walter, Inc. 94 
Spe~‘s! Correspondents 


Inc, ; 118 
Motion Picture Equipment 


Fairchild Camera & Instru- 


ment Co 113 


Motion Picture Services 


MP-TV Services . cinta 


Office Equipment & 
Supplies 


Dick, A. B., Co. 99-101 


Paper Chemicals 


American Cyanamid Co. ....9-10 
Monsanto Chemica! Co. .... 43 


Papers, Printing 


American Writing Paper 
Co. cee 
Aop eton Coated Paper 
Co. 61-62 
Bergstrom Paper Co. 
Inside Front Cover, 98 
Brown Co. , \. 51-52 
Cantine, Martin, Co. ....125-126 
C lidated Water Power 
102-103 
r & Pulp 


Hammermi 
Ludlow Corp. 
Mead Papers Inc 
Nekoosa-Edwards 


Northwest Paper Co. 

Back Cover 
Parsons Paper Div. ‘ 58 
Peninsular Paper Co. 115 
Sorg Paper Co. 64 
Strathmore Paper Co. 86 


West Virginia Pulp & Paper 
Co. 92-93 
Whiting-Plover Paper Co. 2 


Papers, Specialty 


Bergstrom Paper Co. 

Inside Front Cover, 98 
Bienfang Paper Co. Inc. ....134 
Brown Co, 51-52 
Brown-Bridge Mills Inc. 67 
Kleen-Stik Products Inc. ....5, 77 
Radiant Color Co. 104 
Sorg Paper Co. . 64 


Paste-Up Type 
Prestype Inc. 


Photocopy Machines 


Dick, A. B. Co. 


Photoengraving & 
Platemaking 


Collins, Miller & Hutchings 
Inc. . 
Friden Inc. ‘ 
Hutchings & Melville Inc. .... 46 

Northwestern Photo Engrav- 
ing Co. 117 
World Color Inc. ics 


56 


Photographic Equipment 
& Materials 


Lacey-Luci Products Co. .... 53 
Photographic Reporting 
United Press International 48-49 


Photo Lettering & 
Typesetting 


Filmotype Corp. ; 14 
Flexo-lettering Co. Inc. 53 
Foto-Graphic Products Co. 134 
Mergenthaler Linotype Co. 95 
Warwick Typographers Inc. 107 


Photo Prints, Quantity 


Grogan Photo Co. 
Major Photo Co. 
Quantity Photo Co. 


Postcards, Color 


Corona Color Studios 


Premiums & Specialties 


Ever Ready Calendar Mfg. 
Co. ‘ 59 
Georgopulo, G. A., & Co. 
Inc. . 134 
Historical Documents Co. 58 
L & M Co. 58 
Oak Rubber Co. 79 
Orchawaii 58, 134 
Pennwood Numechron Co. .. 58 
R-W Corp. 58 
Sanford, B., Co. 118 
Spotts Mailing Corp. 60 
Weber Plastics Inc. a 





Adwertisers 


Presentation Materials Tel-A-Story Inc. ....-scssccesenee--- 110 
Detlend Ga: tac:. x.casca 
Multiplex Disp ay Fixture 

Co. 110 


Self-Sticking Specialties 


American Decalcomania Co. 78 
Barron, J. G., Decalcomania 
EBs. . cociiemamadeiedine acacia 134 
Crocker, H. S., Co. Inc. ...... 68 
Dennison Mfg. Co. .............. 38 
Black Box Collotype Studios Fasson Products ................7475 
me : Kleen-Stik Products Inc. 5, 77 
Fredrick Photogel atine Press Multi-Color Process Co. .... 80 
Inc. 7 Palm Bros. Decalcomania 
Graphic Enterprises “of Mil Co. . 80 
waukee Inc. Sales Promotion Products 
Johnson Printing Inc. . a — 
Kaumagraph Co. .... os Screen Process “Printing 
Rayner Lithographing Co. .. 29 Co. 


Printing 


53, 80 


Printing Equipment Shipping Services 


Friden Inc. ...... 13 Emery Air Freight 


; Sign Materials 
Projectors 


Fasson Products 
Kleen-Stik Products Inc. ....5, 
Minnesota Mining & Mfg. 


Fairchild Camera & Instru 
ment Corp. es conasabeetagi ae 
Strong Electric Corp. 118 
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Sales Promotion Products 
Inc. 


Yarder Mfg. Co. iteacca a 


Typefounders 


Amsterdam Continental 

Types & Graphic 

Se , , 
Mergenthaler Linotype Co. 95 


Signs & Identification 
Materials 
Allied Decals Inc. ....... 80, 134 Typography 
neuen Decalcomania n Adiiatiies, Yesmaalian 
Crocker, “4. S:. ihe a Assn. of America Inc. 90, 91 
Fasson Products 74-75 eee J. M., ne i at 4 
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lees eS.” Inside Back Cover 
Multi-Color Process Co. 80 Service Typographers Inc. . 7 
Baim Bros. Decaleomania Warwick Typographers Inc. 107 


2 ee ices 3 ‘ 
Pratt Poster. Co. 112 Visual Aids 
Belford Co. Inc. 


Steak Ast Colind Photography Inc. .... 53 
Fairchild Camera & Instru- 
ment Corp. 
Graphic Systems .............-.... 
Lacey-Luci Products Co. 
Multiplex Display Fixture 
Co. 
Strong Electric Corp. .......-.. 
Tel-A-Story Inc. 


Idea Art le 
Multi-Ad Services Inc. 
Volk, Jr., Harry, Art Studio 12 


Stock Photos 


Mack, Douglas ..........000...... 53 
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Frofewredl Sourert fov 


Services and Supplies 


BINDERS 


This Clipboard is Different! 


just Q5C in lots of 1000 


It's a clipboard, with sure-grip clip it’s a kit, with 
two large pockets to hold loose material. It's a colorful 
sales promotion piece, with individually styled cover 
Made of rugged virgin vinyl, in wide choice of colors 
Letter and legal size. Prices include one-color printing 
Companion pieces also available—DESKIT with pock- 
ets, no clip CONFERENCE KIT with one pocket 
and integral note pad 


Send for samples and quantity price lists 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenue Pittsburgh 19, Pa. COurt 1-6657 


LETTERING DEVICE 


VARIGRAPH LETTERING INSTRUMENT 
Cuts Printing Costs — Speeds Production 


For new Free Catalog and Information write 


VARIGRAPH CO., 840 W. Lakeside St., Madison 1, Wis. 


TITLE INDEXES 


SPECIAL-TITLE 
INDEXES for YOUR 
CATALOGS and SALES 
PRESENTATIONS 


AICO 


Made with special 
titles or choose 
- a wide variety 
; of standard titles. 
Siaigeer Comey || From you inte 
Chicago 7, HA T-7414 TP Orgnite for infor: 


mation and samples. 
COLOR POST CARDS 


SAAS NATURAL COLOR ed 00 


POSTCARDS 


JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8'2 x 11 
25¢ ea. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE C 
Write for Price List and Somples 


CORONA COLOR STUDIOS 


46th St. New York 36 ‘2 
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DECALS 


Decals- FAST 


Quality Products 
at Competitive Prices 


Faster Service @ Complete Art Service 
Waterless e Pressure-Sensitive Emblems 


WEISZ DECALCOMANIA inc. 


157 W. Ohio ® Chicago 10, Ill. 


ALLIED DECALS, inc. 
DesAls J MLED DECALS, we 
Dept. 32 » 20700 Miles 

Cleveland 28, Ohio 


BARRON'S DECALS 


Water, Varnish, or Dry, Waterless 
Decals, Any Size or Quantity. Pres- 
sure Sensitive Signs and Trademarks 
in Vinyl, Mylar, Scotchlite. 

J. G. BARRON DECALCOMANIA CO. 
333 N. Michigan Ave., Chicago, Ill. 


Send for FREE 
“IDEA FOLDER” 


DECALS 
Made to your specifications for trucks, 
window signs, point of purchase and 
product identification. 


GOLD LEAF DECALS 
Send for free sketches and estimates. No obligation. 


We cre manufacturers. 
GRAFCO DECALCOMANIA, INC. 
53 East Illinois St. Chicago 11, Ill. 


ADVERTISING SPECIALTIES 


ADVERTISING CIGARETTES 


Entire cigarette package 
features your ad message. 
Cigarettes imprinted with 
trade name or ad message. 


G. A. GEORGOPULO & CO., Inc. 


Cigarette Mfrs. Since 1905 
48 Stone St., New York 4 


Je on Oe © 


for CONVENTIONS - CLUB - HOME 
CSR ice 


& oORCHAWAIL———- >>- 


7 Hq. 305 7th Ave., N.Y. 1, N.Y., OR 5-6500 
Br: 30 W. Wash. St., Chi. 2, 111. AN 3-6622 


TAGS 


Merchandising 


Free-Tag Kit 
Color Counsel, 
Art, Copy, 
Surveys 


Tag and Label Division 
Rothchild Printing Company Inc. 


52 East 10th Street New York 3,N.¥. ORegon 7-65150 





PHOTO LETTERING 


FOTO-RITER 


PHOTO TYPE SETTER 


2701 14th Ave.S., Minneapolis 7, Minn. 
SALES PROMOTION EQUIPMENT 


IN CHICAGO AREA — one source for wire 
and metal displays *% aluminum frames * 
literature racks loose leaf covers * 
sample cases % plastic vacuum formed 
signs *% exhibit booths and cabinets 


W. F. Moore, Inc. 
5809 Crain St. Morton Grove, Ill. 
MUlberry 5-4949 


HELP WANTED 


ARTIST (COMMERCIAL) Familiar with the transia- 
tion of layouts through art and copy preparation. Ex- 
perienced in use of reproduction proofs, photographs, 
line art and flat color separation for offset and letter- 
press reproduction. An excellent opportunity with top 
quality, growing, well-established commercial printers 
located in Upstate New York. Excellent benefits. All 
replies treated in confidence. Send resume to Box 51, 
Advertising & Sales Promotion, 630 Third Ave., New 
York 17, N.Y. 


COPYWRITING 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your staff—but not to 
your poyrolil—get a 
top creative team for a 
pre-agreed per-job fee. 
Persuasive Communication 
any kind — any medium 


MU 3-1455 


270 madison/ny 16 


ADDRESSOGRAPH PLATES 


NEW PLATES NEW FRAMES 


for your Speedaumat and Addressograph 
all styles available — immediate delivery 


DEAN FORREST CO. 


7 Foster Street Revere, Mass. 


ART SUPPLIES 


DALTON 
‘*admaster”’ 


100% rag leyeout end viwelizing pod. 





$01/Circle on Readers’ Service Card 
Plexiglas Working booklet 

. Cadillac Plastic & Chemical Co. de- 
scribes specific operations concerning the 
use of Plexiglas. (Page 41) 


§02/Circle on Readers’ Service Card 
Working Lamps 

. incandescent, fluorescent, combination 
and magnifying are shown in o catalog of 
Luxo Lamp Corp. (Page 50) 


§$03/Circle on Readers’ Service Card 
Envelope Inventory Sheet 
. - Columbia Envelope Co. offers a record 
sheet for envelope purchasing information. 
(Page 68) 


$04/Circle on Readers’ Service Card 
Letter Mail-Vertisers 

. Direct Mail Printing offers samples 
and details concerning its new mailing 
piece. (Page 68) 


$05/Circle on Readers’ Service Card 
Marketing Guide 
. National Business Lists releases a 
guide to more than 31/2 million prospects. 
(Page 68) 


SO06/Circle on Readers’ Service Card 
Civil War Mailings 

. samples and details of a centennial 
direct mail program are available from 
Curtis Advertising Specialty Co. (Page 69) 


§07/Circle on Readers’ Service Card 
Silkscreened Sponges 

. @ sales leaflet on novelty mailing 
sponges is offered by Superior Silk Screen 
Printing (Page 69) 


§08/Circle on Readers’ Service Card 
Plastic Sign Brochure 
. Mulholland-Harper Co. offers a bro- 
chure describing its line of plastic signs. 
(Page 78) 


» 


Use these return cards 
for your copy of publications 
mentioned on this page 


aa 


$09/Circle on Readers’ Service Card 

Sign Mounting Folder 

. . « Automatic Devices shows some of its 

stock equipment for sign mounting. 
(Page 79) 


§$10/Circle on Readers’ Service Card 
Meyercord Brochure 

. . » Dri-Mark waterless decals are shown 
in a new brochure from the Meyercord Co. 


(Page 80) 


$11/Circle on Readers’ Service Card 
Sell-O-Cal Brochure 
. » - Screen Process Printing Co. releases 
a brochure showing its metalized and 
vinyl plastic self-adhesive decals. 

(Page 80) 


s 


Readers’ Service Dept. 


9905 


Please have the following sent me. 
501 502 503 504 505 

507 508 S09 510 511 S5i 
13 514 515 S16 517 Si 
18 520 521 522 523 52 
525 526 527 528 529 5 
31 532 533 


If you do not have a personal Ad- 
vertising & Sales Promotion subscrip- 
tion and would like to receive the 
next twelve monthly issues (U5S., 
Canada and Pan-America, $3; al 
others $5) please check below: 

(] Payment enclosed [] Send bill 


Postage 


Will be Paid 
by 
Addressee 


BUSINESS REPLY CARD 
First Class Permit No. 95 


Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 


Chicago 11, Hil. 


Advertising & Sales Promotion 


READERS’ SERVICE 


§12/Circle on Readers’ Service Card 
Type Specimen Book 

. . . Fototype Inc. has prepared a 68-page 
book showing its alphabets in pre-printed 
and pre-trimmed form. (Page 80) 


§$13/Circle on Readers’ Service Card 
Dictating Machines 

. - can be used correctly and with maxi- 
mum results and a pamphlet from DeJur- 
Amsco tells you the right way. (Page 117) 


§14/Circle on Readers’ Service Card 
Splicing Cement 

. a free sample of a splicing cement 
said to bond every film splice immediately 
is being offered by Harwuld. (Page 118) 


*Please print or type information below 


NAME 


TITLE 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 


not serviced beyond Aug. 1, 1961. 


Necessary 
If Mailed in the 
United States 


Chicago, Ill. 





Advertising & Sales Promotion 


S ts READERS’ SERVICE 


$165 /Circle on Readers’ Service Card §19/Halftones on Plastic (Page 60) 
Visual Selling 


tools made by Taylor-Merchant are 
shown in samples company is offering. $20/Whisk-A-Way Brush (Page 60) 
(Page 118) 


521/Felt Pennants (Page 60) 
516 to 52G6/Circle the appropriate num- 


bers for information on these items, which 


are described in more detail in the report 522/Bottle Cappers (Page 60) 
on pages 59 and 60. 


523/Low-Cost Memo Pads (Page 60) 
516/Fortune Cookies (Page 59) 


517/The Bally-Band (Page 59) 524/Memo Pad with Reminders (Page 60) 


518/Magnetic Rubber Arrows (Page 59) §25/Magnetic Coin Caddy (Page 60) 
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BUSINESS REPLY CARD 
First Class Permit No. 95 Chicago. Il. 


Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 

Chicago 11, Hl. 


’ Service Dept. 


9905 


Please have the following sent me. 

501 502 503 504 S05 506 
508 509 510 S511 S52 
514 515 516 517 §5il 
$20 521 522 S23 §&2 
526 527 528 528 530 
532 533 


PRODUCTS SOLD 


ADDRESS 


if you do not have a personal Ad- CITY & ZONE 
vertising & Sales Promotion subscrip- 
tion and would like to receive the 
next twelve monthly issues (US., 
Canada and Pan-America, $3; all not serviced beyond Aug. 1, 
others $5) please check below: 


[] Payment enclosed [] Send bill 


®Note: inquiries for items 


526/Outdoor Thermometer (Page 60) 


§27/Circle on Readers’ Service Card 
Ludlow Typefaces 

. . » borders, diagonal fractions, logotypes, 
matrices, Jeaders and rules are shown in 
a book from Ludlow. (Page 98) 


$28/Circle on Readers’ Service Card 
Copying Process 

. . » 3M has a new process using Thermo- 
Fax machines and explains it in a kit it 
offers. (Page 104) 


§$29/Circle on Readers’ Service Card 
Silkscreen 

. . » is explained and described in news- 
letters prepared and distributed by Dis- 
plays Unlimited. (Page 104) 


$30/Circle on Readers’ Service Card 
Photocopy News 

. . an Anken publication describes diffu- 
sion transfer photocopying papers and 
films in current issue. (Page 104) 


$31 /Circle on Readers’ Service Card 
Report Covers 

. . - from Wilson Jones are described in a 
catalog sheet issued by the Chicago com- 
pany. (Page 104) 


§32/Circle on Readers’ Service Card 
Letterheads 

. « » engraved and embossed are shown in 
a brochure prepared and offered by Wis- 
consin’s Gilbert Paper Co. (Page 107) 


§33/Circle on Readers’ Service Card 
Alphabet Supplement 

- @ collection of designs added by 
Photo-Lettering since that firm published 
its thesaurus is available. (Page 107) 


—_—_—__-_—_——_ 


Use these return cards 
for your copy of publications 
mentioned on this page 





OESIGN / BRUCE BECK 


typography is a language 


Typography is more than exact letter symbols; it is a language in itself, speaking in 
the unmistakable overtones that convey meanings far beyond the printed words. 


typographers, inc. 
MIJOINISJEIN 
LOS ANGELES: 960 WEST 12TH STREET CHICAGO: 22 EAST ILLINOIS STREET 





SEARS 


ROEBUCK AND CO 


SEARS CHOICE IS 
NORTHWEST PAPERS 


FOR THEIR 
OFFSET PRINTING 


THE NORTHWEST PAPER COMPANY 


Cloquet, Minnesota 


Mills at Cloquet and Brainerd, Minnesota 
SALES OFFICES 


Chicago 6, 20 North Wacker Drive + St. Louis 3, Shell Building 


Minneapolis 2, Foshay Tower «+ New York 17, 420 Lexington Avenue 


PAPER IS OUR PRODUCT 


PROGRESS DEPENDS UPON PAPER 





